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TO ALL 
SMART SHOE FITTERS 


Do you enjoy those sure-fire profits of the shoe business—profits that are based on a sound 
orthopedic fitting service, profits that don’t vanish with mark-downs, profits that come of 
serving repeat customers season after season, profits that come from liberal mark-ups and 
frequent turn-over? Such profits are like the icing on your cake or the cream in your coffee. 
They are the finishing touch. They round out any successful retail shoe operation. 


Many a merchant today believes he is already doing a complete job of shoe fitting, but 
we openly challenge those merchants whoaren’t already handling the Miller Health 
Shoe to find any shoe on their shelves that will equal in fitting qualities any of 

our shoes in fitting problem feet. 


In short, we have the most complete, unadulterated foot-help program 
to be found anywhere. It is a natural for dealers who have a knowl- 
edge of orthopedics with a desire to cash in on that knowledge. 


NO GUESSWORK HERE! 


Miller Health Shoes are built over a re- not be altered like a suit of clothes. This 
markable collection of scientifically de- research backed by long clinical experi- 
veloped basic lasts. These lasts have ence convinces us that the secret of com- 
been designed at the fitting stool of ex- fort in shoes lies, not in how many 
perience, not in the last maker’s sample gadgets you can incorporate in them, 
room or the studio of a stylist. Fur- but how much toe freedom and mus- 
thermore, they are not modeled over cle function you can permit and stiil 
a 4B perfect foot but over a 9- make them a salable commodity. 
AAAA. foot that has a tailor’s bun- i 
ion, a slight enlargement at the Misalignment and other condi- 
great toe joint. They then are tions causing foot deficiencies re- 
Ne. 2061—The Gale Tie double checked on a near to nor- ‘side in the realm of the ortho- No. 2064—The Hanson 
—Black kid with Patent mal foot in size 5%4-B. pedist. Miller Health Shocs per- Tie—Black suede Ww 
leather tip and facing— mit his prescriptions to be black calf tip-facing 
Harmony Last—14/8 We carefully type all feet and carefully applied to the types and foxing—Health Last 
Wood Heel. their deformities caused by of feet that may require in- -12/8 leather hee 
vocations and social habits, dividual and specific correc- Sizes—AAAA to E 
for we know that shoes can- tions. 4 to 10 
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17 GZ @—The American’s Creed— 
1940. “I believe in the United States 
of America as a government of the 
people, by the people, for the 
people; whose just powers are de- 
rived from the consent of the gov- 
erned; a democracy in a republic; a 
sovereign nation of many sovereign 


aed 


states; a perfect union, one and in- 
separable; established on those prin- 
ciples of freedom, equality, justice 
and humanity for which American 
patriots sacrificed their lives and 
fortunes. I therefore believe it is 
my duty to my country to love it; 
to support its constitution; to obey 
its laws; to respect its flag and to 
defend it against all enemies.”— 
(William Tyler Page). 


FIRST of the cities to report on 
: iption policy is New York 
City_—vith the meeting of the board 
L directors of the Shoe Retailers’ 

on Oct. 10, where it was 





z 
: 


voted: “Employees conscripted from 
the shoe stores of members of the 
Shoe Retailers’ League are guar- 
anteed reemployment at the end of 
their service period.” 

The Shoe Retailers’ League, with 
a membership of some 200 stores, 
within the five boroughs, is led by 
the following officers: Samuel G. 
Staff, president; William D. Benjes, 
vice-president; J. Gellady, secre- 
tary; Charles Katz, treasurer. Direc- 
tors: Joseph Haber, Herman Tribitz, 
Harry Stadler, Norman D. Delerson, 
Robert Jacobson, R. Blumenthal, 
L. Naboshek, B. Goodley. 


PAUL JESBERG, Los Angeles 
shoe merchant, in speaking on shoe 
fitting problems, said: 

“Shoe fitting can be greatly sim- 
plified and speeded up through fol- 
lowing these simple rules: Take off 
both shoes. Measure both feet. 
Never ask the customer a single 
question. Never look inside the old 
shoe for size. Come back with a 
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pair of shoes which are the right 
size, the right last and the right 
type. Try on both shoes and if one 
is a qualified shoe fitter, a remark 
of ‘Those shoes look good enough 
to wear right out of the store,” in- 
variably brings an affirmative reply 
from the customer. 





“The moment questions are asked 
a customer, that moment sales re- 
sistance starts to build up and the 
shoe fitter starts to lose his com- 
mand of the situation. Maybe the 
old shoes were not comfortable. So 
looking inside them immediately 
brings to mind all the discom- 
fortures the wearer experienced. 

“Taking off both shoes and put- 
ting on the new pair means that the 
customer is not walking on two dif- 
ferent heel heights and that there 
is no comparison between the feel- 
ing of the old shoes and the pair 
being fitted. (Note I did not say 
being tried on. Do not try on shoes. 
FIT them on.) 


“I know the foregoing practice in 
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shoe selling can be made a constant 
procedure, as we have proved it 


again and again in our store.” 
* * . 


J OE H. WOLACH, buyer for the 
shoe departments of Crews-Beggs 
Dry Goods Company, Pueblo, Colo., 
says: 

“To get results we must promote! 
We must promote, not necessarily 
the new things (which, of course, 
we must have) but the things we 
have. We must let the public know 
we have what they want, when they 
want it, and at the price they can 
afford to pay.” 


ARTHUR L. WILSON of the 
Robert Wilson Shoe Store, Hamil- 
ton, Ontario, Canada, has thought- 
fully remembered us by sending a 
copy of a special issue of The 
Financial Post, Toronto—depicting 
in graphic and highly impressive 
fashion the tremendous war efforts 
of the Dominion — along various 
lines. 

The issue consists of six sections 
—each devoted to some particular 
phase of Canada’s war effort—such 
as Shells, Airplanes, Transport, 
Ships, etc., besides a general section 
devoted to Canada’s Industrial 
Front and the regular financial news 
section. The issue is truly a note- 
worthy accomplishment in the field 
of publishing and the MacLean Pub- 
lishing Company, Limited, is de- 
serving of hearty congratulations. 


A FAVORABLE ruling has been 
obtained from the Commissioner of 
Internal Revenue to the effect that 
contributions made by corporations 
to the War Relief would be deduct- 
ible for Federal Income Tax pur- 
poses. A communication from the 
Treasury Department, Washington, 
under date of Sept. 23, 1940, to the 
British War Relief Society, states: 

“Inasmuch as you were incor- 
porated in the United States, contri- 
bution or gifts by corporations, pay- 
ment of which is made within the 
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OVER THERE 


—A letter just received from our old 
friend Harold Whitehead of Lon- 
don (he was author of the popular 
Billy Rogers serial that appeared 
in Boot and Shoe Siauieder some 
years ago), contains the following 
interesting items:— 

"Just after the collapse of France, the 


cleaning women in my London office were 
discussing it. Said one: ‘My! It's pretty 
bad, isn't it? D'yer think we can hold 
out?’ One of the others slapped her wet 
cloth on the floor and exclaimed: ‘Hold 
out? Hold out; of course we will. Blimey, 
you and me will have to be fighting be- 
fore we need worry!’ 


"We have an old gardner and he is 
old. | think my wife only keeps him be- 
couse he's been with us many years, and 
is a faithful grumpy old chap, who dis- 
agrees with everybody but will help any- 
body—+so long as they don't thank him. 
Last week the siren went, and he didn't 
hear it. My wife said: ‘There's the siren, 
better come inside.’ He put down his 
fork and said: ‘Thank you, mam, but if 
you don't mind, I'll go home. The old 
lady's by herself you see.’ He then got 
on his bicycle and rode the three miles 
home. Soon after the ‘all clear’ went, he 
was back again and carried on where he 
left off without a word. 


“Here's one of the ‘stories’ of the war. 
A raw ‘Home Defense’ guard acting as 
sentry on a road called ‘Halt’ to a motor- 
ist. The driver promptly pulled up. The 
guard walked to him and again cried 
‘Halt.’ "Well | have halted, now what?" 
The guard scratched his head and said: 
‘I don't know, my instructions are to cry 
HALT three times and then fire.’ 


“In a large factory, employing many 
thousands of girls (as well as almost as 
many men), the management was ap- 
proached by a small delegation of 
the girls and asked if their holiday pay 
could be stopped and would the man- 
agement please use the money for com- 
forts for ‘our boys.’ 


“Another illuminating incident refers 
to an enemy airman who had ‘baled out’ 
and was met by farm hands. He smiled 
and said: ‘All up, but give me a glass of 
beer first.’ The laboring men who caught 
him arinned and said: 'O.K. mate.’ They 
took him to the local ‘pub,’ bought him 
a pint of beer and then turned him over 
to the military. 


“Saw a very good moving picture— 
American of course. In the middle of it, 
the ‘sound’ faded out. The manager 
steoped on the stage and said: "Well, 
ladies and gentlemen, as you can quess, 
"Moaning Minnie's" (a pet name for the 
siren) at it again. If any can get home 
in three minutes and want to leave, they 
may do so but the show goes on.’ No 
one left.” 


Sb Tenn 


President 





taxable year to or for your use, are 
deductible to an amount which does 
not exceed five percentum of the 
taxpayer's net income as computed 
without the benefit of subsection (q) 
of section 23 of the Internal Revenue 
Code, or subsection (q) of section 
23 of the Internal Revenue Code, as 
amended by section 224 of the 
Revenue Act of 1939. Section 
23 (q) of the Internal Revenue Code 
is identical with section 23 (q) of 
the Revenue Act of 1938.” 


W. L. TOBIN, manager of D 
Cohn and Sons, Inc., Michigan City. 
Ind., had the thrill of a lifetime when 
he sold a pair of Massagic shoes to 
a man 109 years old. The custome: 
came in, knew what he wanted and 
“in conversation with him I found 
that he had an excellent mind and 
good hearing. In fact, he said he 
would be back for another pair of 
shoes when the new ones wore out, 
that is, providing the good Lord 
said he could.” 

So, Mr. Tobin, with 21 years of 
shoe store experience in Michigan 
City, Ind., holds the national record 
for centenarian shoe fitting. 

- * * 

J. HOWARD DENNY, president 
of Franklin Simon & Co., speaking 
before the Sales Executives Club of 
New York, said that the retail mer- 
chant must be a “hard-boiled realist 
and a starry-eyed dreamer at one 
and the same time.” He must study 
human nature and at the same time 
“condone it.” At the moment, he 
said, a merchant must be an expert 
on 74 different varieties of taxes. 
He mentioned the Wool Labeling 
Act now before Congress, which 
would require tickets to show the 
percentages of virgin and other woo! 
in the garment. “There isn’t a man 
living who can determine the per- 
centage of virgin wool in a g:r- 
ment—but Congressmen apparen'!) 
find it easier to pass a law than to 
understand it.” 

Mr. Denny cited several instar «s 
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which would make retailing, at 
times, seem “just this side of the 
hooby hatch.” 


7 * * 


#4. UGH M. CRULL of the Women’s 
Style Department, International 
Shoe Company, St. Louis, Mo., 
says: 





“I believe that for at least the next 
six to nine months women will con- 
iinue to want pretty dressy shoes— 
vith the feminine touch and dress- 
maker details. This type, of course, 
‘or afternoon, general day and even- 
ing wear. 

“However, I do feel that possibly 
for business and street wear, we will 
see the more masculine touch or 
mannish influence. There is no 
question in my mind but what the 
school and college girls will react 
extremely favorably to more man- 
nish type shoes. In fact, this is very 
much in evidence now—and with 
the casual influence as we have it in 
the women’s shoe industry today, 
this type should become stronger.” 


a . aa 


SMILE LITTLE SHOE MAN SMILE 


If she’s boney and thin and wears a nine 
quin 
With arches as flat as the ground; 
Don’t groan with despair or tear out your 


Just smile little shoe man, just smile. 
. 7 > 


If she’s sporting a bunion as large as an 
onion 
And asks for a tight fitting heel, 
Wipe the scowl off your map and don’t 
care a rap 
Just smile little shoe man, just smile. 
_ « > 
She will ask for a pump, just as sure as 
you're born 
Then scornfully point where the sides 
widely yawn; 
Assume no expression either sad or for- 
lorn 


Just smile little shoe man, just smile. 
- . + 


Don't cry nor lament, often Heaven has 


sent 
A live one to those who may try, 
So if you can’t make it, just show you 
J can take it 
Just smile littie shoe man, just smile. 
_ Harry O. Hucues (Retail Salesman) 


eJ ULIUS G. SCHNITZER, leather 
specialist of the Commerce Depart- 
ment’s Bureau of Foreign and Do- 
mestic Commerce, says: 

“Surveys of leather used in mod- 
ern warfare show that more than 
500 articles of military equipment 
are made entirely or partly of 
leather. In the war plans of all 
countries, therefore, consideration 
must be given to available supplies 
of leather, for without this impor- 
tant commodity fighting men would 
be without suitable footwear, gloves, 
helmets, instruments and gun cases; 
and many other items of regular 


equipment.” 
. . 


Al SELLER’S HEAVEN! These 
ten commandments — appearing in 
“RETAIL GREY MATTER” pub- 
lished by the Grey Advertising 
Agency, set up a decalogue almost 
too good to be true. 


1. Never refuse to see salesman who 
calls within your buying hours. Treat 
him with courtesy; be prompt in keep- 
ing appointments with him inside or out- 
side store. 

2. When you give memo orders, be 
sure you will be able to confirm them. 
If necessary, consult your merchandise 
manager before you give them. 

3. Call in head of stock or salesper- 
son when you are in doubt about buy- 
ing. They will have to sell it; give them 


voice in buying it—sometimes even 
though you are not in doubt. 

4. Never return merchandise to manu- 
facturer without first reaching clear un 
derstanding with him about its return. 

5. Prepay your telegrams and telephone 
calls to manufacturers. Don’t take ad- 
vantage of their willingness to accept 
reversed charges. 


6. Don’t chisel. Specifically, don’t get 
quantity price and then place small order 
at that price. And don’t try to whittle 
price down. If price quoted is too high, 
refuse order and state reason. 

7. Don’t be a “Big Buyer.” Better sell 
out and have to re-order than take mark- 
downs on overstocks. 

8 When your merchandise managet 
doesn’t see eye-to-eye with you on pur- 
chase you plan to make, invite salesman 
to talk to him. Further, be big enough 
not to resent salesman who “goes over 
your head” to your merchandise manager 
with complaint or selling story. 

9. Never give one manufacturer's sam- 
ples to another for copying. And don’t 
play one manufacturer against another to 
get lower price. 

10. Avoid personal obligation to sales- 
men. Pay your share of luncheon check; 
don't accept gifts, however trivial. Keep 
your judgment impartial and unbiased. 


Can’t you feel the wings a-sprout- 


in’? 






































“Until Malarky his paig 








for Town Councilman, we'd better put him 


in the stock room." 
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THIS past week we've been getting all steamed up 
over Christmas. When you go in the market for 
your own Christmas merchandise, you'll see why. 
For women, there are more and prettier boudoir 
slippers, rubber footwear that makes stormy days 
a pleasure—smart military and stadium-type boots— 
new tricks with furred velveteen boots, new gold and 
silver overshoes for party slippers. And you have 
stockings in boxes and containers which are as 
lovely as the stockings themselves. 

As for the children, it will be a merry holiday with 
jingle bells wherever they will go—on slippers, 
Christmas stockings, etc. There’s a gay spirit echo- 
ing in colorful gaiety in Christmas merchandise for 
youngsters this year—bright embroideries, colorful 
bags, even overshoes with a festive air. It’s a spirit 
which, given a little encouragement, can echo equally 
well in the tinkle of your cash register. 


Clockwise, starting center: Merry Christmas fireplace 
stocking in red and white, with four “jingle bells”; 
Protek-shu, on display unit, in parchment cotton color, to 
protect suede shoes from galoshes—both from Burson 
Knitting Co.; colorful Christmas scene decorates green 
stocking container with red trim—Berkshire; leaping sil- 
= and blue stags and stars on stocking box—Cooper, 
; sparkling cellophane box wrapper with deep blue 

hoenix ; package of bright red 

felt, holding full box of stockings—Propper-McCallum. 


Clockwise, starting lower left: New cozy 
slipper of bright red and black Pola Suede 
with piano felt sole—Daniel Green; Side 
gore slipon with gay striped trim—Midile. 
town; Military Boot of brown simulated 
pigskin, made to go over shoes—Shuzloy 
Model by Goodrich Footwear; red rubber 
(alligator finish) cowboy boot with insignig 
at top—U. S. Rubber; Smart three-bu:ton 
Wintershu Boot from Hood Rubber (o.: 
school bag in wine sueded cloth with de. 
tachable flap—Friedman-Lobel; cosmetic 
kits in attractive colors to promote “Com. 
plexion Tones” from Brown Durrell 
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Clockw::e, starting lower left: Lively Win- 
ter sports scene on graceful French box— 
Neo Mend Hosiery; attractive cellophane 
bell to hold one or more pairs of stock- 
ings — Propper-McCallum; Leading Lady 
handbag for the girl in her teens, in blue 
with quilted flower pattern — Elanbee; 
dressy velveteen fur-trimmed boot with con- 
celled slide fastener—Cambridge Rubber; 
high boot with fur collar and side slide 
jastener——U. S. Rubber; satin wedge-heeled 
mule with bow adjustment at back—Swan; 
embroidered mule with back strap of gor- 
ing, pale pink and wine — La Marquise. 


lor Big and Little 
GIRLS 


Clockwise, starting lower left: Blue leather slipper with side 
gores and gay plaid lining—Swan Shoe Co.; bootee slipper in 
bright blue felt with enameled zipper and “jingle bells” — 
Trimfoot; two anklets, one of mercerized cotton and the other 
of rabbit’s hair, reinforced at toe and heel with Nylon—J. W. 
Landenberger; knee-high “Links-and-Links” ribbed sock for 
the younger child, available in a variety of colors—Le Roi; 
white angora Tyrolean sock with red and green clock and 
tassel; soft woolen skating sock in blue with gay embroidered 
figure on turn-over cuff—both from Brown Durrell. 






































FINE 
NEW- FASHIONED 


FOR A GOOD 


0 OLD FASHIONED 
CHRISTMAS 

















CHRISTMAS is more than a date and a shopping list. 
Christmas is folks, folks you meet daily, folks you'd 
almost forgotten, next door neighbors and folks back 
home, the mailman and the grocer’s boy, the folks at 
the office, the store, the shop, folks here, there, and 
everywhere to whom you wish to extend warm personal 
greetings. 


A poster- it of Santa Claus will appear fre- 
quently t the Recorder Store’s Christ- 
mas campaign. Throughout, the spirit will be 
in the best traditien of the good old-fashioned 
Christmas. 


Against a background of white, bordered with nar. 

row stripes of red and blue, set a well-trimmed 

Christmas tree on a platform on which merchan- 
dise may be displayed. 


FINE 
NEW-FASHIONED 


FOR A GOOD 
oL lONED 









































Above, left—for individual item displays, a tri- 
cutout on a wood base will be con- 
venient. Finish in white with a green tree. 


Above, right—the little green tree is suggested 
as a decorative motif to use with the Santa 


poster-portrait. 


Christmas is friendship and good will, kindness and 
regard for others, an experience in happiness through 
making others happy, an opportunity to express through 
the sentiment of a gift the things we've left unsaid 
throughout the year. 

Christmas is a great American tradition, an inter- 
weaving of the plum pudding of England, the stocking 
of Holland, the tree of Germany, the lantern of France 
and the holiday customs of many lands. It is a tradi- 
tion that has so pervaded the lives and actions of 
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To support a canopy over a counter use white 

poles wound in red and white ribbon and deco- 

rated with holly. The top and bottom borders 
are white with holly leaves. 











America that all the people of our country, join in voic- 
ing the sentiment of the season. 

Christmas, 1940 will have its serious side. The ties 
of family, of friendship, of country will be felt increas- 
ingly as the holidays approach. There will be more 
thoughtful remembrance, and more stretching of the 

[TURN TO PAGE 48, PLEASE] 


HOLIDAY PROMOTION 


To a Traditional Christmas, We Add a Touch of the Patriotic, 


as We Present the First in a Series of Promotion Plans to 


Appear in Four Issues 
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by 
R. E. ANDRUSS 


Frame the glass of your windows with 

narrow red, white and blue strips. Use 

a white panel background with small 

green cutout trees. Back of this set a 

blue panel on which are pasted silver 
stars. 























FOR A MAN'S 


GLIPPERS are an established natural as a gift item at Christmas time especial!) 


among “shop-weary” women who leave th: “old man” until the last minute on their 


shopping lists. However, there are many different items that would make your store a 
real men’s Christmas gift center. The Recorper herewith presents a few suggestio: :: 
Lefthand page, upper right and counter-clockwise: A low cut hunting boot for the upla id 
sportsman, G. H. Bass; a burgundy calf slipper on the Norwegian pattern, Daniel Gre: 

blue kid d’Orsay with semi-soft sole, and a moccasin pattern slipper or leisure shoe in 


natural calf, both L. B. Evans; a pair of shoe trees would not go amiss, Lyons & ‘ 











CHRISTMAS 


pecially the original Weejun in a new treatment of reversed calf with wedge sole, G. H. Bass. 


n their Scarves, mufflers, neckwear and hose from Sambrooks, Ltd. 

store a Righthand page, upper left and counter-clockwise: A new Bass ski boot for the growing 
army of Winter sports enthusiasts; little item; for the man who appreciates good shoes, 
polish, shoe horn and rubbing bone, Lyons & Co.; a brown kid, hard sole slipper with a 
stitched decorative motif, L. B. Evans; burgu dy alligator calf and kid combination wedge 
sole slipper, Swan; a new idea in comfort i; this sheepskin, elastic-gored slipper with 


wedge sole; brown calf Everett with padded sole and heel, Daniel Green. 





This elevator aisle display was used by Geuting’s, 
Philadelphia, during the Christmas season. The huge 
harp makes a fitting background for display of gift 
merchandise. Note bells suspended from the center. 


Women’s shoes are featured in this display of the 

Guarantee Shoe Shop, Alamo Plaza, San Antonio, 

Texas. The pine cones and glittering wreath add a 
holiday note, as do the party slippers displayed. 


TO make your shoe store successful as a Christmas 
gift shop you must make it look like one. But, perhaps 
you say, a shoe store isn’t meant to be a gift shop. A 
shoe store’s business is selling shoes and fitting shoes, 
and the holiday business that comes to it is purely inci- 
dental. Some hosiery business, naturally; slippers, to 
be sure, also styleful galoshes and accessories suitable 
for Christmas giving. This represents about the length 
and breadth of holiday business for the shoe store, as 
a lot of retail shoe men see it. Beyond this Christmas 
belongs to the other fellow, and there really isn’t very 
much that shoe merchants can do about it. 

That’s the traditional, somewhat conservative attitude 
that many shoe stores, the majority, perhaps, have taken 
toward Christmas business up to now. And up to now 
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Tell a Story of 
CHRISTMAS 


in WINDOWS 
and DISPLAYS 








it hasn’t gotten them very far. True, December is nor- 
mally a peak month in shoes, but that’s not due to 
Christmas, except to a rather limited extent. But per- 
haps it’s one of the reasons why so many shoe men have 
been satisfied to go along through December without 
putting forth any very extraordinary efforts to corral 
more of the Christmas business. 


HA ERE and there, however, a few ambitious, enter- 
prising shoe men of the pioneering type have taken 4 
different slant at the situation and reasoned that while 
shoe stores should rightly concentrate on shoe se ling 
in December, there was also an opportunity to de: lop 
a really worth while volume of holiday gift trade th: ugh 
intensive promotion during the holiday season. ‘hey 
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To Make the Shoe Store a Gift Shop in 


Holiday Season, You Must Create a Christ- 
mas Atmosphere, Both in Windows and in 
the Merchandise Displays within the Store 
—Feature Hosiery, Slippers, Galoshes and 
decessories that Appeal to Customers as 


irticles Appropriate for Christmas Giving. 


tried it out and they succeeded. But from their experi- 
ence they learned that certain things were essential to 
success. First and foremost of these essentials was to 
create a Christmas atmosphere in the shoe store, and 
in shoe store windows. 


ORDINARILY, people do not think of the shoe store as 
a headquarters for Christmas gifts. They think of de- 
partment stores, men’s and women’s apparel stores, 
hardware stores and what not before they think of the 
Shoe store. And yet footwear forms a logical, practical 
gift for Christmas, a gift that appeals to almost every 
One. 

To bring the realization of this home to the buying 
public, it is first of all necessary to dramatize Christmas 


€ 


Christmas window used by Geuting’s, Philadelphia. 
Of interest is the gift certificate featured in the right- 
hand corner, as an inducement to shop in this store 
for gift merchandise, also the odd Christmas tree. 


Men’s shoes, featured in a Christmas window display 
by Guarantee Shoe Shop, San Antonio, Texas. The 
Christmas decorations include a wreath and small 
clusters of holly scattered throughout the window. 


in shoe store windows. It can be done in windows 
filled with shoes by use of Christmas backgrounds and 
window trims. But featuring Christmas specialties and 
gift accessories like hosiery, slippers, galoshes, buckles 
adds tremendously to the interest. Effective holiday 
windows must be backed up with that advertising that 
ties in with the theme of Christmas, and by interior 
displays that will appeal to customers after ads and 
windows have enticed them into the store. 

Herewith we show a group of pictures of actual Christ- 
mas windows used last year that show the effective 
results which can be obtained if thought and planning 
are given to the subject sufficiently far in advance to 
assemble the material and then to design and execute 
the displays with care and discrimination. 








John Hartley, foot specialist, breaks the 
ice with a couple of lollipops and then 
proceeds to sell junior and junior’ 
mother on his ability as a shoe fitter. 


Grown-Ups 


Follow The hids 


FROM nothing at all in 1939 to a thriving business in 
1940 is the record of Junior Footwear, Inc., Jackson- 
ville’s outstanding specialty shoe shop. Spencer Ladd, 
the owner, came into the business through many years 
of association with his father in the family store (still 
in operation), and he has brought to the new company 
not only a thorough knowledge of the shoe trade but an 
established reputation as well. 

Mr. Ladd had very sound reasons for opening a new 
store. He faced the same problem that many shoe men 
are facing these days—that of running a successful 
business in a field daily becoming more crowded—and 
decided that the best answer was specialization. This 
is the same answer to overcrowding that has been found 
in other fields of trade, and the immediate public ac- 
ceptance of the new business has demonstrated the 
soundness of Mr. Ladd’s logic. 


JUNIOR FOOTWEAR, INC., is not an exclusive chil- 
dren’s store. Men interested in a good fit can find what 
they want there, and the same thing applies to women. 
But since Mr. Ladd’s initial purpose was to specialize in 
fitting shoes for growing children, the business has been 
concentrated on that particular angle. This specializa- 
tion has enabled him to offer the people something they 


Specialized Fitting Service and Friendly Atten. 
tion to Juvenile Clientele Not Only Brings Its 
Own Reward but Helps Also to Build Trade 
among Parents and Their Friends for Store 


of Junior Footwear, Inc., Jacksonville, Fla. 


by BARCLAY LORD 


cannot find elsewhere, and as a result the store has taken 
hold in a very gratifying manner. 

But specialization means much more than stocking 
heavily along particular lines, advertising the fact, and 
sitting back to reap the rewards. Mr. Ladd’s business 
is run on professional lines—that is, he sells shoe ‘t- 
tings first, and shoes last. “The Shoe For The Wearer” 
is the store’s motto, and John Hartley, who has recently 
come into the business as an expert on orthoped cs, 
advises that the price of the shoe is never allowed to 
enter into the question of fitting. 

All shoes are fitted by X-ray. Mr. Ladd states tha in 
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his opinion this is now a necessity in all fitting—and the 
only shoe recommended is the one that best fits the 
wearer's needs. 

“My only trade secret is sincerity of method,” says 
Mr. Ladd. “The best shoe for the wearer can only be 
sold through sincerity. We are slowly convincing the 
public of that fact, and our clientele is being built up 
slong professional standards, that is, like a doctor or a 
dentist builds up his trade.” 

All children who buy shoes at the Ladd establish- 
| ent are presented with attractive novelties and awarded 
iembership in the store’s club for children. “Thank 
ou” cards are sent out after each purchase, and a 
follow-up “Come Again” card is mailed about two 
months later. 

It is very common for children to present themselves 
at the store with these cards. “I’m the boy you wrote 
the card to,” they will say. Children do not receive 
much mail, and this is one important phase of modern 
advertising that is utilized to the full by the Ladd store. 

Mr. Ladd and Mr. Hartley sell themselves—as pro- 
fessional shoe-fitters—to their customers. Some of 
these customers will wait as long as an hour when the 
man they want is occupied, which seems to indicate 
that the idea of shoe-fitting being an art is taking hold 
on the public mind. 

Mr. Ladd says that when he has demonstrated to a 
mother that her child has been fitted well, she usually 


begins buying her own shoes at the store. 




















“Our adult clientele has been built up largely through 
our attention to the children,” he says. “And we find 
that a clientele built up in this manner—in itself a direct 
fruit of our specialization—is more stable than one built 
up in the ordinary manner.” 


Windows in the Ladd store are changed every week. 
Parents always find something new there, and when a 
mother looking for children’s shoes sees a window full 


of them, she already has a strong desire to look inside. 
Another specialty of the company is walking shoes 
for women. Many women with ruined feet have taken 
a new lease on health at the Ladd store. “It is generally 
true,” says Mr. Ladd, “that these women branch out 
[TURN TO PAGE 35, PLEASE] 













































Spencer Ladd (right) and John Hartley, 
who is the firm’s orthopedic expert. 


Mr. Hartley and junior’s mother peer 
into the X-Ray machine to check the fit 
of junior’s new shoes, as Mr. Ladd looks 
on. Junior, at the moment, is obviously 
more interested in the lollipop. 





Me frills 
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OUTLOOLM 


The Last Real Service in Wearables 


WHERE a principle is at stake, it is impossible to 
compromise. The fundamental philosophy of the Boot 
AND SHOE REcoRDER is to champion the sale of shoes 
over the fitting stool, in the belief that at that point- 
of-sale skilled human hands administer to variable 
human feet—to make possible the satisfactory sale and 
service of a pair of shoes. We state this principle 
because there seems to be a rapidly growing interest 
on the part of makers and merchants in. all forms of 
foot covering that can be sold over-the-counter with 
the wrap-up philosophy of notions. 

“If it is sold over the fitting stool, in sizes and widths, 
it serves the wearer best’’—on that principle rests the 
RecorpER Creed: 


“Getting More Shoes Sold Right”; not only “more” but 
“right”; sold for the right purpose, to the right wearer, in the 
right fitting; for the right price; at the right profit. This is the 
great problem of the retail shoe merchants. The chief purpose 


of the Boot anp SuHoe Recorper is to help solve it; for this is 
the basic problem upon which depends the progress of the entire 
allied industries relating to shoes and Sealers their production 
and distribution. 


I think it is well to make a declaration of principle 
at a time like this because one of the encouraging indi- 
cations of the appreviation of shoe fitting as a factor 
in the sale and service of footwear is to be found in 
the text and illustration of so many national advertise- 
ments this season. 

It did seem as though for a time fitting had been 
forgotten, in the belief that the public was more inter- 
ested in “keeping up with the Joneses” or imitating the 
movie stars or following fashion down the fickle avenue. 

More attention to the job to be done at the fitting 
stool is indicated by the number of men now out in the 
field of retailing whose sole duty it is to instruct and 
inform. 

Evidently, the shoe industry is at last going to do 
something (in its own separate and individual way) to 
restore an appreciation of the fit and feel of shoes before 
it is too late. If we don’t emphasize the idea of service; 
talk about the things of beauty, craftsmanship and 
workmanship over the fitting stool, the fate of the shoe 
industry will be no different from that of the regular 
garment industry that once existed. Mass production 
has its place, but its general trend is toward lower and 
lower prices. And too often the degree of quality is in 
keeping with price alone. 

We have seen in the shoe business a high quality 
market destroyed by the same cry: “You no longer 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


need to buy the best. The cheapest is good enough. 
Not for an instant do we want to give the impressio: 
that higher priced shoes are fitted best. In fact, in to») 
many cases the wrong size is reconciled to the foot in 
hand—whereas in low priced and popular priced shoes, 
the stock on the shelves is often the best aid to good 
fitting. There is no such thing, anyway, as mass di:- 
tribution because shoes are sold a pair at a time and 
sold best with more skill at the fitting stool and more 
sizes on the shelves. 

We are not just simply uttering platitudes known to 
one and all for the purpose of scoring a point. The 
issue is far more important in the light of a number 
of things that we are beginning to learn about feet as 
the last remaining center of pain and an almost totally 
unknown area of nerve trouble. 

Be sure to read the Reader’s Digest of October for 
that amazing article by Walter B. Pitkin: “In A Great 
Man’s Shoes.” The very destiny of a nation was tied 
up with a troubled pair of feet. 

Once again let us say, we do not view with alarm 
the decline of the human foot as an instrument of 
locomotion, etc. We are on the very optimistic side of 
seeing evidences in the youth of today of not only 
better feet but a better idea of what constitutes size, 
shape and height of heel. But with all the efforts to 
remove the fitting problem and make the shoes so soft 
and comfortable at the factory that they can move into 
the public’s possession without fitting, without sales- 
manship and without personal attention, there is devel- 
oping a menace to the system of retailing through shoe 
stores that cannot be gainsaid. We do not ask for a 
sentimental attachment to the fitting stool, if something 
better can take its place. Neither do we ask for a form 
of sentimental philanthropy extended toward the cus- 
tomer in the amount of time necessary to sell a pair 
of shoes over the fitting stool. But what we do ask is 
that all shoe men be conscious of their responsibility to 
perpetuate their own businesses over the fitting <tool 
because without that as an emblem, it is only a notions 
business on the one hand and Cripple Creek on the 
other. It stands—the last real service industry °s0- 
ciated with wearables. It can be made a better ind  stry 
by a renewal of its good services and its salesman: ips. 
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The Ohio Leather Company - - ¢ Girard, Ohio 





How to 
°°*SIZE UP”’?’ 




















WHEN an experienced shoe fitter sees a pair of feet 
walking toward him, he can usually tell at a glance what 
sort of fit this customer is wearing. The picture that 
flashes into his mind tells him a story at a glance that 
depicts, not only the fitting qualities of the shoe now 
worn but also reveals to him the foot characteristics of 
its wearer. In a matter of seconds he has learned what 
would take him from 30 to 60 minutes to write down. 

This ability to “size up” a foot has come to him 
through many long arduous hours of fitting shoes, grap- 
pling with the confused minds of an un-shoe-wise public 
and combatting the varying tempers of foot conscious 
but fit-ignorant consumers. 

In this day of 20th century enlightenment, fact-find- 
ing, scientific achievement and general public knowl- 
edge of world conditions; it is a devastating shock to 
realize that less than 50 per cent of well-educated people 
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A FOOT 


Chapter Two of a Series of Practical 


Pointers on How to Sell Shoes 


by PATRICK A. MORGAN 


seem to know how their feet should be fitted. Of those 
who do know, many refuse to accept the correct analysis 
either because of a desire for false economy or a desire 
to make their feet appear what they are not. The 
woman with a long, string-bean foot wants HER foot 
to look short and chubby and the woman with a short, 
fat foot wants hers to express slender dignity. A 
great percentage of men also are by no means exempt 
from this criticism. But the crowning crime achieve- 
ment is the woeful ignorance of parents in the fitting 
of their children’s feet. 


LAY the blame for this condition where you will, 
whether it be the manufacturer and retailer who {ail 
to incorporate in their advertising or literature info ma- 
tion that would contribute to the education of the p iblic 

[TURN TO PAGE 4], PLF ASE) 
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“Imagine ME playin’ 


Sherlock Holmes!” 














“Higgins,” the boss says, looking up from the ledger, “sales 
aren’t what they should be.” “I know it, sir,” says I. “Well,” 
says he, “I think I've put my finger on the trouble— we're 
getting just as many new customers, but the old ones aren't 
coming back. So, Higgins, I've a little sleuthing I'd like you 
to do for me...” 





mT) 


De 











The first old customer I called on was Miss Jones. “Miss 
Jones,” says I, “haven't seen you in the store for the past six 
months ...” “No, sir,” says she, “and you won't see me for the 
next six years unless you do something about the heels on 
your shoes. They scuff and check so badly that I’m ashamed 
to wear them.” 
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e achieve- After seein’ about eighteen of our old customers and hearin’ Business is sure on the up since the boss ordered Du Pont 

the fitting a lot of ‘em complain about the heels on our shoes, I was Scuffless “PYRAHEEL” on our whole line. We sent letters te 
convinced that here was the clue the boss was lookin’ for. I all the old customers, and they're comin’ back to buy. Mi... 
went back to the store and gave him all the dope. “Higgins,” Jones says she’s glad to see us using Scuffless heels because 
says he, “I wouldn't be surprised to find you've hit it right she did like our shoes best, and those heels were the only 

you will, on the heel! Gimme that phone.” thing that had kept her from coming back. 

r who fail Tell your manufacturer you want Scuffiess “prranam” plastic heel covering on your shoes, too. 

re informa 

ohieer POND PYRAHEEL 

1, PLI \SE] REG. U.S. PAT. OFF. 


EL DU PONT DE NEMOURS & COMPANY ([(INC.), PLASTICS DEPARTMENT, ARLINGTON NEW JERSEY 
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A Boet and Shoe Recorder Department 





The Slipper Season Begins 

It’s more or less true that slippers 
are sold year ‘round, but for the next 
few months our slipper business really 
hits its stride. 

The Regal Shoe Store, in down- 
town Brooklyn, is one jump ahead of 
the crowd with an attractive display 
of men’s slippers in their window. 
The display consists of seven pairs of 
men’s slippers mounted on a long 
back board which is set up vertically 
in the back of the window. To add 
a bright touch to the display, the 
board is covered with bright red and 
black scotch plaid. The slipper dis- 
play is there to suggest to Fall slipper 
buyers and it is attractive enough to 
attract attention, yet the display isn’t 
large enough to interfere with the 
normal showing of men’s Fall shoes. 

* * * 


A Selling Buttress 


The second floor women’s shoe de- 
partment in Altman’s, New York de- 
partment store, runs along one side of 
the store and is separated from the 
other departments of the floor by the 
usual corridor. To make the cus- 
tomer at the fitting stool less  con- 
spicuous, they have built a four and 
a half foot high counter parallel to the 
aisle. Painted ivory with a glass dis- 
play top and attractive cut-in shadow 
boxes, the counter also makes a prac- 
tical auxiliary stock counter with con- 
siderable stock space underneath. 

©: @& * 


Keep "Em Coming In! 

Not all the best merchandising 
ideas are to be found in the retail 
shoe business. In fact, we find that 
it is to our advantage to keep our 
eyes open to promotional ideas in other 
businesses that might be profitably 
adopted by shoe stores. 

Recently we had our car serviced 
at a local garage. A month later we 


by JOHN F. W. ANDERSON 


received a postcard from the garage 
asking if we had traveled a thousand 
miles in the interim, and, if so, that 
it was high time to drep in again for 
another servicing. A great idea to 
keep the customer coming back regu- 
larly. 

Shoe stores could send out a post- 
card to each customer a month after 
a shoe purchase suggesting that it 
is time to drop in and check if the 
shoes are fitting proprely and see if 
adjustments are necessary, or the post- 
card could suggest a visit for new 
top lifts, a special sale group in the 


i ~ 


Is overjoyed to be bock 
home ot ARTCRAFT. 
Says he, “After an extend- 
ed tour, it will be o relief 
to don some of the com- 
fort ond pleasure for which 
I'm formous . . . won't you 
join me?” 











customer’s size range, etc. The month 
ly postcard keeps your store in the 
customer’s mind and may bring busi 
ness. It is well worth the slight ex 


pense. 
7 * * 


Alterations Going On 


Here’s a useful sign to put up ai 
the entrance of your shoe department 
while you are modernizing, altering 
or enlarging: 

MEN WORKING 

WE ARE ENLARGING OUR SHO! 
DEPARTMENT .. . PLEASE EX 
CUSE THE MESS. ... WHEN 
THESE MEN ARE THROUGH 
WORKING THERE WILL BE 
MORE ROOM AND SEATS AND 
STOCK IN OUR SHOE DEPART- 
MENT FOR YOUR GREATER 
SHOPPING ENJOYMENT AND 
SATISFACTION. 


* 7 7 
Eye Catching Display 

Oppenheim Collins & Co., New 
York City department store on West 
34th Street, has an interesting display 
idea in their shoe window this week 
that warrants your attention, for it is 
drawing the eye of many a passing 
shopper. 

A large display board — five feet 
wide by six feet long—is placed in 
the window with its fore edge at the 
front of the window and the rear edge 
two feet above the floor of the window 
so that the board rises at approx- 
imately a thirty degree angle from 
the horizontal. 

The board is painted a fire engine 
red and prominently display a doen 
of their latest models. 

— * * 


Moving Displays Always Att: act 
Attention 


I don’t know why it is but a vin- 
dow or interior display that move 4l- 
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BEST IDEA OF THE WEEK 
STOCK CONTROL CURTAILS PROFIT LOSS 
(Peacock Shoe Shop, 815 Locust St., St. Louis, Mo.) 


O. P. Ideator—“I hear that your store has a reputa- 
tion of never failing to have the desired size and style 
in stock. I should think that it would be a rather 
expensive proposition to carry complete sizes and 
styles to meet all demands.” 


Manager Carl—“It would be expensive to buy all 
sizes and styles on the market. We don’t do that. But 
we do please our customers by keeping in stock what 
they want.” 


O. P. Ideator—“That sounds like a pretty difficult 
order to fill. How can you anticipate all desires for a 
whole season?” 


Manager Carl — “Our system combines a certain 
amount of sixth sense with a considerable amount of 
science so that we end the season without any odds 
and ends and no disappointed customers. The science 
is this: 

Two small books tell me at a glance the best sell- 
ing types, lengths and widths according to the 
number of pairs of each size and style that have been 
stocked and the dates they have been sold by pairs. 
By this method I can tell at a glance how well the 
shoes were received and the time of the season that 
each model had its greatest sales. The second book 
records reorders in similar fashion and gives the date 
of all reorders of each size and style.” 


O. P. Ideator—‘“I can see how your system is in- 
valuable in preventing your enthusiasm for a par- 


ticular style causing you to over order, but how do 
you manage to accurately order sizes and styles at 
the beginning of a season?” 


Manager Carl—“Well, at the beginning of a sea- 
son I determine what the general sales will be and 
what stock in number of pairs will be necessary. Fol- 
lowing this plan I buy about 30 per cent of the regular 
stock, including both conservative and high style mod- 
els, and scatter them over the store’s best selling sizes 
determined in previous years. I also carefully co- 
ordinate sizes with colors and styles. In high style 
models I usually buy first of the season orders in best 
selling sizes and on the basis of customer reaction I 
plan my reorders.” 


O. P. Ideator—“In other words, the first, or skeleton 
stock, is more or less a barometer for future reorders.” 


Manager Carl—‘Following the first heavy reorders 
placed on the basis of the reaction to the ‘barometer 
stock’ a perpetual inventory system is employed. 
There is a weekly sizing of all numbers with particular 
attention being given to the outstanding five to ten 
patterns that are accounting for the volume of sales.” 


O. P. Ideator—“I can now see why your store enjoys 
a reputation for complete sizes and styles in all models 
plus a rapid turnover of all stock. The scientific ap- 
proach to stock ordering eliminates the guess work 
and danger of ending up the season with a lot of white 
elephants.” 








ways attracts considerably more at- 
tention than a motionless exhibit. 
And if the moving display is also ex- 
cellently done, then you can just sit 
back and watch the crowd collect. 

Here is a good one that we saw 
over in the second floor men’s shoe 
department at Abraham & Straus, 


mothers as to how complete the store's 
stocks are for the proper fit of all 
sizes of children’s feet. 

Buyer Dick Runyon designed the 
backboard, which includes three 
widths and 22 sizes, each carefully 
spaced off in nine inch squares across 
the board. Scattered along the front 


wide size classification as the shoes 
clipped to the board. 

All shoes attached to the display 
board are brown calf, and were 
chosen from stock for the promotion. 
The board is set up in the department 
when not in use in the window, and 
has been the most consistently ef- 


dey New 
on West 
- display 
lis week 
for it is 
passing 


Brooklyn, New York, department 
store. A revolving platform about 
four feet across is setup at the en- 
trance to the department. In the 
center rises a five sided column about 
eighteen inches in diameter. On each 
side are sketches of well-dressed men 
appropriately garbed for street, even- 
ing, spectator sports and active sports. 
In front of each gentleman is the ap- 
propriate shoe to match the costume. 
And the whole display sure does at- 


en tract attention! 
“4 e ro 


of the window are suggestions in fective salesbuilder that Mr. Runyon 
sports, dress and play shoes for all has ever used for children’s shoe pro- 
children, all available in the same motion. 
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All Size Customers Please Note! 


Fifty-nine pairs of shoes placed on 
a huge display board was one of the 
Most successful window displays ever 
wed by the children’s shoe depart- 
ment of Daniels & Fisher, leading 
Denver department store. The graphic 
display is assuranee to Denver 
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Again the McAlpin welcomes the shoe industry of 
America. Shoe men enjoy staying at the McAlpin be- 
cause like smart footwear, it is styled to please the 
most exacting . . . comfortable “as your favorite last”. 
Sunny, large rooms, newly furnished and decorated. 
Each with a private bath. Sample rooms available. 
Conveniently in the heart of the shoe center of New 
York, across the street from the Marbridge Building .. . 
one block from Pennsylvania R.R. Station and only five 
minutes to Times Square. 


SINGLE from $3 daily — DOUBLE from $4.50 daily 
Sample Rooms from $6.00 


HOTEL 
M‘°ALPIN 
A GREAT HOTEL 


BROADWAY AT 34th STREET, NEW YORK 
Under KNOTT Management JOHN J. WOELFLE, Manager 


LIST OF EXHIBITORS TO DATE 


ALTMAN BROS. SHOE =e. 
AMERICAN GIRL SHOE C 
AMERICAN MAID SHOE Co. 
ANSIN SHOE CO. 

ANWELT SHOE CO. 

BANCROFT WALKER 
BARR-BLOOMFIELD my oes. co. 
BEVERLY SHOE CO., 

BOURQUE SHOE CO. 

BOYD WELSH SHOE 


COLLINS MORRIS SHOE CO. 
CONNELL, J. M., SHOE CO. 
CONNOLLY SHOE CO., INC. 
CONTINENTAL SHOE CORP. 
COPLEY SHOE CORP. 
CORONET SHOE CO. 
CUSHMAN, CHAS. CO 
DAINTY-MAID SHOE CO. 


SHOE CO. 
EVANGELINE SHOE Ay co. 
FARMINGTON SHOE CO. 
FITCHBURG SHOE CO. 


co. 
GORDON, REUBEN, SHOE CO., INC. 
GREGORY & READ SHOE CO. 
GROSSMAN SHOE CO. 

HARTMAN SHOE CO. 

HEADWAY SHOE CO 

HOLLOWELL SHOE CO. 


oaae Gaon ane SLIPPER co. 


KLEVEN SHOE | co. 

LESTER SHOE 

LEWIS, AL (SHOE STYLES) 

LIBERMAN SHOE MFG. CO., INC. 

LINCOLN SHOE 

LIPP & HIRSCH 

LOUIS SHOE CO. 

LOWN SHOE, INC. 

LUCEY, JOHN E., SHOE CO. 

MAYVILLE SHOE CORP. 

seaeneed J. G., SHOE CORP. 
ETROPOLITAN SHOEMAKERS 

MONARCH SHOE 

MOULTON BARTLEY SHOE CO. 

ptt —s G., CO., INC. 

MYERS, D., & SONS 
NETTLETON, g SS co. 
NORWAY SHOE C 


SHOE CO. 
Jeane meas SHOE CO. 
RAYMOND SHOE CO. 
RONDEAU SHOE CO. 
ann wees | aie co. 


Cc 
SACO-MOC SHOE CORP. 
SALVAGE — co. 
SANDLER, A., CO. 
SCHAWE-GERWIN CO. 
SCHOLNICK SHOE Co. 
SCHWARTZ & BENJAMIN SHOE CO. 
SOMERSWORTH SHOE CO 
SOUTH BERWICK co. 
Ton a ee & DEEVERS 


WOLF. SAM 8., SONS ‘co. 
WOOD AND SMITH 
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“Would madam 
like to see 
something 
in galoshes?” 


HE lady’s no different from the vast 

majority of her sisters. When it 

comes to slide fasteners, they want TALON 
fasteners specifically. 

We've got the brass-tack figures as gathered 
in surveys by 80 leading stores from tens of 
thousands of men and women. 

3 out of 4 said they are onto the bad slide 
fasteners now on the market.* 

But the vast majority came out overwhelm- 
ingly in favor of the Talon slide fastener. 
Among those giving a preference, the Talon 
fastener is the choice by the amazing vote of 
more than 70 to 1*! 


* 7 aa 
With practically ail your customers wanting 
the Talon slide fastener, it’s just good business 
to see they get it... particularly when it doesn’t 
cost your store a single penny more to specify 
Talon fasteners on all your galosh orders. 
* Based on number of replies to question. 


TALON, INC., MEADVILLE, PA. 


THE DEPENDABLE 
SLIDE FASTENER 
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Living as Usual as America Arms 


[CONTINUED FROM PAGE 15] 


happily, is still at peace. That it may 
so continue will be the Christmas 
prayer of millions of Americans. But 
America has seen other peaceful nations 
invaded by ruthless enemies since last 
October, and so America faces the 
futre in a graver, more serious mood 
as ic resolves never to permit its peace- 
ful boundaries to be violated as those 
of cthers have been. 

And so today America engages in a 
gre: t defense effort, spending its trea- 
sure without stint for armament and 
calling upon its young manhood to 
abandon their peaceful, productive en- 
terprises and devote themselves to prac- 
tice and preparedness for war. Hun- 
dreds of thousands of young Americans 
will soon be off to training camps and 
garrisons, and their activities, their in- 
terests and their sacrifice will be upper- 
most in the minds of hundreds of thous- 
ands of mothers and fathers and 
homefolk as another Christmas season 
rolls around. 

This year, we believe, thoughts of the 
boys in camp will dominate the Christ- 
mas thoughts and Christmas giving of 
millions of Americans. But America is 
a vast country, and regardless of war, 
living goes on as usual. While millions 
think of the lads in uniform as Christ- 
mas time approaches, other millions 
will be living their natural, normal 
lives, going to work, attending football 
games, enjoying themselves as usual— 
looking forward to Christmas and the 
holidays in pretty much the usual fes- 
tive holiday spirit. 

And so this Christmas season, the 
merchant who plans to serve his com- 
munity, wherever in America that com- 
munity may be, looks two ways. He 
looks to the soldier in camp, to gifts 
that family and friends will wish to buy 
for him, to the effect that the new mili- 
tary tempo now sweeping the country 
will have on Christmas buying. Thous- 
ands of civilians, men, women, and 
children will be visiting the camps and 
needing shoes for travel, or for the 
holiday gaieties given for soldiers home 
on leave during holiday time. But the 
wise merchant looks also to the normal 
holiday gift needs of the great majority 
of his customers. 

Either way, shoes, slippers, hosiery, 
accessories are prime holiday needs. 
And so this year RECORDER sounds the 
slogan of “Living as Usual” and be- 
lieves that while planning and promo- 
tion must be keyed to the altered tempo 
of the time, business opportunities are 
as big as usual and holiday business can 
be better than ever for the shoe mer- 
chant who is sufficiently intelligent and 
‘nterprising to plan and prepare for 
itin the proper ways. To suggest ways 
and means of effective holiday promo- 
tion, the RecorDER in this issue begins 
& special series of articles that will 
inlude Christmas displays, Christmas 

Newspaper and direct mail advertising 


and the various kinds of publicity that 
can be brought to bear on the objective 
of a bigger, better holiday business for 
the shoe store. 


Grown-Ups Follow the Kids 
[CONTINUED FROM PAGE 25] 


into our other lines of women’s shoes— 
another case of specialization securing 
a permanent customer.” 

Specialization, plus sound technique 
and knowledge, plus personal attention, 
plus attractive novelties, plus attractive 
mail advertising with a personal touch, 
plus strict attention to window dressing 
and all other store details—such in 
brief is the recipe for successful opera- 
tion which is building Junior Footwear, 
Inc., into an outstanding Jacksonville 
store. 

“One of my biggest reasons for open- 
ing the new business was the belief that 
Jacksonville needed such a store,” says 
Mr. Ladd. “And public response has 
convinced me that Jacksonville wants 
such a store. We are proud of our 
business, proud of the confidence the 
public has shown in our methods, and 
resolved to continue making the proper 
fitting of shoes—‘The Shoe For The 
Wearer’—our main business.” 


Philadelphia Merchants Meet 


PHILADELPHIA—The annual meeting 
of the Philadelphia Shoe Merchants 
Guild, composed of retail firms in the 
Chestnut Street area, was held on 
Tuesday of last week at the Hotel 
Adelphia in this city, with T. Dun 
Belfield, president, in the chair. Messrs. 
Claflin, Dalsimer, Harper, Berger and 
Goldman were chosen members of the 
Board of Directors for the ensuing 
year. At a meeting of this board, Mr. 
Belfield was re-elected president, A. H. 
Geuting vice-president and Cal J. 
Mensch, secretary. 

In making the report of the publicity 
committee, Chairman Silver dealt 
with the recent promotion of the Fall 
opening that appeared in three of the 
Philadelphia newspapers, and recom- 
mended that activities of this sort be 
continued. It was decided to continue 
the publicity committee with Messrs. 
Silver, Rolf, Goldman and Geuting as 
members. In addition to the establish- 
ment of December 26th as the date 
for semi-annual sales, before which no 
Guild member will publicly announce 
them, there was considerable discussion 
regarding the establishment of a mid- 
season, limited clearance, in addition 
to the general sale. No definite action 
was taken in this connection, the matter 
to be discussed as the subject of a 
special meeting should one be held. 











A recent coast-to-coast survey 
of Health Spot Shoe business 
disclosed that more than 70% 
of the buyers are repeat cus- 
tomers and their friends and 
new customers brought in 
through prescriptions. 


Only the outstanding perform- 
ance of Health Spot Shoes 
could merit such fine acceptance, 
which is responsible for the 
success enjoyed by Health Spot 
Shoe merchants everywhere. 


Statistics show that out of 100 
entering the shoe business, 95 
fail at the end of seven years. 


WHY? 


It is apparent that they need 
the right kind of shoes that 
will build permanent customers 
and establish their business on 
a firm foundation. 


Join the ranks of those who 
are enjoying a profitable busi- 
ness with Health Spot Shoes. 
Stabilized retail prices eliminate 
seasonal sales. Staple styles 
give you full inventory value 
the year round. 


Be one of the 5 who succeed! 
Learn about our budget plan 
and inventory control for suc- 
cessful operation. There are 
many towns available where 
the right dealer has a splendid 
opportunity to build a profitable 
business with MHealth Spot 
Shoes. 


Write for details today! 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 
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—CAUSE 
and 


RESULT 


© 


The UNIFORMITY in appearance and fitting qualities of shoes is materially 
aided by the use of UNISHANK insoles. The moulding of the three parts — 
insole, steel shank, and reinforcer — into a single unit, reflects the true 
design of the last and gives strength to the finished shoe without bulkiness. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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National News 





Army Shoe Purchases to Be ‘Negotiated’ 





New Buying Policy to Replace That of Formally Advertising 
for Bids, in Practice for Years 


New York—In response to an in- 
quiry by a Boot AND SHOE RECORDER 
correspondent, the Quartermaster 
Corps, United States Army, in Wash- 
ington, authorized the following state- 
ment: 

“The Quartermaster Corps, War De- 
partment, hereafter will purchase army 
shoes on a negotiated basis. The in- 
dustry will be circularized and fur- 
nished with informal bids. The bids 
will be received by the depot issuing 
the invitations and will be used as a 
basis for consideration of awards. The 
new policy replaces that of formally 
advertising for bids.” 

The statement confirms reports that 
have been circulating in the trade since 
early in the month to the effect that 
the method of awarding Army shoe 
contracts by formally advertising for 
bids for shoes made to official speci- 
fications was to be discontinued. News 
to this effect was published in the 
New York Herald Tribune on Octo- 
ber 4, when it was stated that, effective 
October 3, no more bids on United 
States Army footwear would be opened 
publicly and all future contracts of 
shoes would be negotiated by the Quar- 
termaster Corps in Boston behind 
dosed doors. In Boston it was said 


It was 
however, that the new plan in- 
much competition as the old 
that every manufacturer will 

to bid. 
stem of open, competitive bid- 
Army shoes which has been in 
to now has given the shoe 
most accurate barometer of 


changing shoe costs, in view of the 
fact that the Army specifications fur- 
nished a definite standard for compari- 
son, and the competitive bids provided 
a fairly accurate index of the changing 
costs of shoes as affected by market 
conditions. The system of open, com- 
petitive bidding is commonly used by 
government agencies to assure the pub- 
lic that merchandise will be purchased 
at fair prices and that purchases will 
be fairly distributed among competing 
suppliers. 


Hollingsworth with 
Milius Division 

St. Louis, Mo.—J. Frank Hollings- 
worth, who for the past 11 years has 
represented the Ault-Williamson Shoe 
Company in the southern territory, in- 
cluding Texas, Oklahoma, Louisiana, 
Arkansas and Kansas, has recently 
joined the sales staff of the Life Stride 
division of the Milius Shoe Company 
and will represent this line in the same 
territory beginning November 1. 

Mr. Hollingsworth has been in the 
shoe business for 27 years and is well 
known in the territory which he is 
covering. 


Harry Deters Ill 


RocHester, N. Y.—Harry J. Deters, 
field secretary of the New York State 
Shoe Retailers Association, is seriously 
ill in a Buffalo hospital, according to 
word received here. Returning home 
from duties in the field, Mr. Deters 
was slightly injured in an automobile 
accident near Batavia recently. This 
was followed by an attack of bronchi- 
tis, which developed into pneumonia. 


Long Time on the Road 


MILWAUKEE, Wis.—M. E. Graham, 
who travels for the Huth & James 
Shoe Company in Illinois, Ohio, Indi- 
ana, Wisconsin and Minnesota, making 
his headquarters at Milwaukee, has 
been in the shoe business for nearly 
40 years, the majority of which have 
been on the road. 


M. E. GRAHAM 


Mr. Graham started in the retail 
shoe business just around the turn of 
the century, later going on the road. 
About eight years ago he took over a 
large shoe store in Milwaukee to 
liquidate it and did an exceptionally 
fine job. 

He has been representing the Huth 
& James Shoe Company since its in- 
ception and is right up with the leaders 
when it comes to writing up business 
for his firm. 
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Daring Young Man Succeeds in Small Town 


Averil Toney, of Fayetteville, W. Va., Brings the Mountain 
to Mahomet, and Proves the Business Possibilities 
of a Community of Fifteen Hundred 


News, isn’t it, when a young man has 
the temerity to open up a shoe store 
in a rural community where such a 
thing has never before been done? 
More news that it’s a wonderful suc- 
cess, despite dire predictions to the 
contrary at first. 


Fayetteville boasts of a mere fifteen 
hundred inhabitants, but it is the focal 
point of a very populous area and these 
peple are now finding it a great con- 
venience to buy shoes and hose nearer 
home. Mothers find the shop a boon. 

Changing the window display fre- 





The “itching feet” of the countryside 
that once went traipsing to Charleston, 
sixty miles distant, for shoes, now 
achieve “comfortable feet” in Mr. 
Toney’s completely modern shoe store 
—a store in which one can find every 
desired type of footwear, and be waited 
upon courteously. Because he is here 
to stay, Mr. Toney presents his argu- 
ments intelligently whet: fitting cus- 
tomers who are not quite sure just 
what they wish. No high-pressure 
salesmanship is used. * 

From twelve years’ apprenticeship in 
selling shoes—eight of which were in 
the most outstanding shoe store in 
Charleston, W. Va.—Mr. Toney gained 
the valuable experience that is making 
him so successful. Having waited on 
so many customers in the above store, 
from this area, he conceived the idea 
of bringing the shoes to them! Now 
he’s breaking them (pleasantly) of 
“itching feet”—they no longer run else- 
where! 


quently create much interest—an ad- 
vertisement far more potent than 
newspaper space! This is where Mr. 
Toney’s shop has a great advantage 
over the many stores in the vicinity 
in which shoe-selling is merely a side 
line. He specializes on shoes and his 
windows verify this fact. At the re- 
quest of his patrons a small stock of 
women’s bags and men’s shirts have 
recently been added, but shoes are the 
paramount selling angle 

Started just six months ago, Mr. 
Toney’s venture has indubitably proved 
that if you place a good product before 
people, and use judgment and courtesy 
in selling, success is bound to follow. 
Shoes above all things, if well fitted, 
make for the happiness and well-being 
of humanity. Mr. Toney specializes in 
pleasing his customers, knowing that 
this means a word-of-mouth advertise- 
ment of his stock. 





Shoe Men and Press in 


“Barrels of Shoes” Campaign 


Detrorr, Micu.—The Detroit Retail 
Shoe Dealers Association; Michigan 
Shoe Travelers and The Detroit News 
are jointly sponsoring the campaign, 
“Barrels of Shoes for War Refugees,” 
here. Barrels have been conspicuously 
placed in the various shoe stores for 
the collection of shoes, with banners 
announcing the campaign throughout 
the stores and on street windows. The 
Detroit News is cooperating with a 





full page advertising the campaign, 
running three consecutive days. 





Swann Joins Goodwill 
Sales Staff 


HOoLLIsTON, Mass. — Raymond H. 
Swann, for several years a shoe sales- 
man, later general manager of the 
former George Merritt Shoe Co., Inc., 
has joined the sales staff of the Good- 
will Shoe Co., manufacturers of men’s, 
boys’ and youths’ shoes. 
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450 Reserve Space 
For Boston Show 


Boston, Mass.—Three hundred and 
twenty-five shoe manufacturers and 
members of the allied trades have been 
assigned approximately 450 sample and 
display rooms in the Hotel Statler nd 


Parker House as participants in the 
Boston Shoe Fair to be held in this 
city Dec. 2, 3, 4 and 5 under -he 
auspices of the New England Shoe ind 


Leather Association, according to Max- 
well field, secretary of the associa: ion 
and manager of the December fiir. 

“At a meeting held recently by the 
executive committee under the ch iir- 
manship of Louis H. Salvage,” sa\; a 
statement issued by the associa‘ on, 
“the policies and regulations gover ing 
the conduct of this important t) ide 
gathering were determined. In acc. rd- 
ance with the practice of past ye.irs, 
assignment of rooms to exhibitors vill 
be strictly in order of receipt of a; pli- 
cations following the expiration of the 
10-day option period beginning Sept. 
28, granted all exhibitors in the As~oci- 
ation’s June fair to reserve the sme 
rooms occupied then. All exhibitor: in 
this show who also exhibited their | nes 
in the June fair are also being granted 
a reduction of 50 per cent in the official 
participation fees. 

“This December fair is the (irst 
Spring Show ever conducted by the 
New England Shoe and Leather Asso- 
ciation and has been undertaken at the 
request of Association members and 
other leading shoe manufacturers in 
the industry who primarily sell the vol- 
ume trade—the large chain store, mail 
order, department store and large re- 
tail accounts. These manufacturers are 
convinced that the timing of this show 
is perfect for volume buying.” 


Defense Program Spurs 
Work Shoe Sales 


MONTGOMERY, ALA.—The national de- 
fense program, with a projected ex- 
penditure of $5,000,000 here in govern- 
ment construction and an_ increased 
military personnel of more than 5000 
at Maxwell Field, due to the creation 
here of the nation’s Southeastern Air 
Base, is expected to pour new lifeblood 
into the channels of domestic trade and 
shoe merchants expect to get their 
share of it. 

Indeed, dealers in work shoes began 
to feel it immediately upon award of 
contracts for government buildings and 
the influx of skilled workmen and 
laborers that formed the vanguard to 
the arrival of the military men an¢ 
their families. 

Hoyt Holder, manager of th: 
department of Sears Roebuck, 1 
a new briskness to sales of work 
and high top work boots. 

Webber’s and Penney’s both of whom 
stock work shoes, are likewise. ‘celing 
the impetus to sales. 


shoe 
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Russia Active Buyer in U. S. 
Hide Markets 


New York—Russia is reported to have been an 
active buyer of sole leather bends in the American 
market last week and early this week. Purchases were 
mole in both New York and Boston. While accurate 
fig res or quantities are not available, the purchases are 
bel'eved to have aggregated well above 200,000 pieces, 
an: negotiations were proceeding on Tuesday of this 
we k for further quantities. The purchases are said to 
ha > had the unequivocal O.K. of the State Department 
in \Vashington. 

Vrices on the hide market on Monday and Tuesday 
ruled fully half a cent higher than one week ago and 
packers were reluctant sellers even at the advance. The 
Argentine market was reported cleaned up of surplus 
hea-y hides, with Russia, England, Japan and the 
Uniied States among the purchasers. 


Rike-Kumler Holds Shoe Selling Course 


Dayton, On1o—For the first time in its history, the 
Rike-Kumler Company, a leading department store 
here, conducted a shoe sales class which attracted con- 
siderable attention among employees in various depart- 
ments throughout the store as well as young men attend- 
ing college in this city. 

Edward Blomquist, head shoe buyer and president 
of the Dayton Shoe Retailers Club, found that he needed 
additional shoe salesmen for temporary work. He cre- 
ated the idea for the school and more than thirty men 
and women attended the first session. The course lasted 
for 12 nights, the group meeting twice a week from 
6 p. m. to 7 p. m. 

Fundamentals in shoe construction were taught as 


well as modern sales methods. 


Attendance averaged 23 persons for the course and 
of that number Mr. Blomquist feels he obtained six good 
prospective sales clerks. Of that number, four had 
never sold shoes before—the quartet being college stu- 
dents who will be given work in the shoe department 
during their four-year college course. 

“We took it for granted,” Mr. Blomquist said, “that 
none of them knew anything about shoes. So, we 
showed them what the last was and other parts of the 
shoe. We did this at the beginning of each class so they 
would become familiar with shoe terms. We feel the 
school was a huge success and it gives us a supply of 
potential shoe salespeople on which we may draw if the 
war continues and the going gets too tough when we 
find our salespeople going into the factories at wages 
far above what we can pay them.” 








AN APPEALING STORE FRONT GETS RESULTS 


IHERE’S one sure way to hang on to your best gal, 

Public Sales Preference. Thousands of merchants in 
every line have found that appealing Kawneer Store 
Fronts really get results —lead Miss Public their way, 
and keep her coming. For Kawneer’s rustless metal en- 
trance doors, concealed awning bars, Aluminum and 
Porcelain Enamel Facing attract and hold shopper's 
attention. And the famous Resilient Sash hold show 
window glass in an almost human grip — preventing 
breakage. Investigate Kawneer features today. 


WRITE KQWN@@P— THE 


ORIGINAL STORE FRONT PEOPLE 


COUPON 


The Ka 
TODAY! e Kawneer Company, Niles, Michigan 


Please send ILLUSTRATED BOOKLET on ; 
effective new Kawneer Store Fronts. 8-1040 


























“"DRUMLINS” 

No. 43—Brown Bootmaker Finish 
Unlined. Notched Dress 
Oil-treated Sole. Extra 

flexible. 13/8 Square leather heel. 

Brass eyelets. 

SIZES from IN-STOCK 
AAAA 6 -10 A 42-10 
AAA 5'4-10 B4.-9 
AA 5 -10 c4-9 

Other Styles In-Stock 

Price $5.00 Wholesale 





BOOT anp SHOE RECORDER, October 19, 1949 


BUY HERE and NOW 


In a vigorously active world wo- 
men expect their shoes to step-a-long 
to a new rhythm of style and ankle 
beauty—with comfort taken for 
granted. 

MISS PIRATE Shoes, because they 
are featured and promoted, are 
aces for action—and profits, too. 











Write for catalog. In-stock— 


Speedily Yours. 





1940 Shoe Output Off 7%, 
Tanners’ Council Estimates 


New Yorxk—According to the Tan- 
ners’ Council of America, shoe produc- 
tion in September reached approximate- 
ly 35,000,000 pairs. This compared with 
36,807,000 pairs in September, 1939. A 
decline of 4.9 per cent. However, shoe 
production schedules appear to have 
been revised upwards in late Septem- 
ber and October. Based on shoe manu- 
facturers’ production schedules for the 
current month, a preliminary estimate 
indicates October output of 37,300,000 
pairs. This would be slightly greater 
than production a year ago, when the 
shoe industry produced 37,273,000 
pairs. 

Including the estimated September 
production and the preliminary ap- 
praisal of October output, production 
in the first ten months will amount to 
about 337,428,000 pairs. This would be 
only 7.1 per cent less than output in 
1939. A comparison of production for 
the first ten months of recent years 
follows: 

1940—387 428,000 ; 1939—363,417,000; 


1938—330,704,000; 1937—369,639,000; 
1936—351,503,000. 


Reservations Grow for 
Detroit Show 


Detroit, Mich.—“The Michigan Shoe 
Fair is off with a bang,” was recently 
announced by the chairman for the af- 
fair. The Registration Committee met 
Monday evening, Sept. 30, with Guy 
Dixon, of The J. L. Hudson Company, 
for the Shoe Retailers, and Clarence 
Armbruster, of the Ainsworth Com- 
pany, for the Shoe Travelers. The show 
will be held at the Hotel Statler, De- 
troit, on Jan. 12, 13 and 14. 

The committee reported that a great 
many reservations are already in and 
urge al! manufacturers to get in touch 
with their Michigan representatives to 
make reservations. “Prospects for a 
large attendance as well as generous 
buying were never better,” said Nathan 
Hack, of Hack Shoe Company. 

Further information and registration 
cards have been mailed to all manufac- 
turers and their representatives. 


Dayton Retailers Plan 


Cooperative Slipper Promotio 

DayTon, OHI0— The possibility of 
conducting a cooperative slipper week 
campaign in this city prior to the 
Christmas season was introduced at 
the October 9 dinner meeting of the 
Dayton Shoe Retailers Club. Edward 
Blomquist, newly installed president, 
submitted the suggestion which net 
with considerable favor. 

According to tentative plans, the 
proposed Slipper Week would be 
staged the latter part of Novemver, 
with the Dayton newspapers carr) ing 
several pages of dealer advertisem. nts 
and reading matter pertaining to the 
benefit of buying slippers early. More 
definite steps will be taken at the next 
club meeting. 

The Dayton Shoe Retailers 
went on record, by unanimous vot: 
endorsing the shoe selling « 
which has been started by instruc 
in the Dayton Parker Cooperative 
High School. President Blomquist 
cited the need and necessity of training 
additional shoe clerks, citing the results 
gained from a shoe selling course held 
recently by the Rike-Kumler Company, 
of which he is shoe buyer. 

Paul Crawford, Louis A. Miller and 
Edward Peppel were appointed as a 
committee by Mr. Blomquist to con- 
tact the Dayton Chamber of Com- 
merce in an effort to obtain the support 
of that body in obtaining a greater 
amount of money for carrying on the 
work of the Dayton Retail Sales 
School. 

W. W. Stephenson, of Cincinnati, 
district sales manager for the U. S. 
Rubber Company, attended the dinner 
meeting. He told briefly of the situ- 
ation in the men’s, women’s and chil- 
dren’s rubber markets and urged the 
fullest support of the retail shoe sales 
school. 

Efforts are to be made to obtain a 
nationally known speaker for the No- 
vember club meeting on a date to be 
announced later. It is planned to make 
the event city-wide, inviting al! em- 
ployers to send their men and women 
shoe clerks to the affair. Invitations 
will also be extended to shoe dealers 
in cities and towns throughout the 
Miami Valley. 


Club 
as 
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Kid Tanners Promote 
Soldier Blue 


New YorK—Two leading tanners of 


kidskin report growing interes 
Soldier Blue for Spring. It h: 
selected for the new uniforms 
American Army because it ble: 
into the horizon. Very popu! 
now in dresses, town suits, | 
gloves, it is expected to be 
portant shoe color for Spring. 
good blend with many of th« 
costume colors. 

The color is available now i: 
and crushed kidskin. 
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How to “Size Up” a Foot 


on how their feet should be fitted, or 
on the perspiring shoe fitter who is 
expected to run a hundred dollar 
“book,” the fact still remains that to- 
day’s shoe fitter must not only be an 
expert in fitting but also must possess 
unlimited tact, patience and persever- 
ance. Therefore those who would make 
shoe ‘itting their profession must study 
constantly, learn quickly and practice 
efficiently in order to accomplish the 
greatest good in the shortest possible 
time. 

Pressure of time and economic secur- 
ity force the shoe salesman to exercise 
a kecn judgment, anticipate customer 
desire and make instant decisions. 

Now, let’s take a look at the old 
shoe. A bulge at the big toe joint for- 
ward of the inside curve of the sole 
indicates a short shoe. The same is true 
if the little toe is being forced upward 
on the opposite side or if the shoe upper 
is bulging out over the sole forward 
of where the ball of the foot should 
naturally rest. A gaping of the shoe 
above the arch might indicate a misfit 
from heel to ball. And in like manner 
the toes turning up like a pair of skis 
may indicate too long a vamp on short 
toes. 

Turning the shoe over, the normal 
foot in a correctly fitted shoe will show 


[CONTINUED FROM PAGE 28] 


an even wear across the widest part of 
the sole from big toe joint to little toe 
joint. Heavy wear forward of the line 
from the inside sole curve to the out- 
side sole curve would also indicate a 
short shoe. Unusually heavy wear di- 
rectly in the center foot ball would 
indicate a bad metatarsal condition that 
must be considered in fitting the new 
shoe. A shoe with a flattened or semi- 
flattened arch may indicate a weak 
longitudinal arch that may need a cor- 
rective or health shoe. 

Many a shoe fitter can remove an old 
shoe, notice its bulges, glance at the 
foot and select a perfectly fitting shoe 
without resort to a size-stick or mea- 
suring device of any kind, providing 
the foot is reasonably normal. How- 
ever, it is well to use your measuring 
device to the fullest extent, not only 
for your own satisfaction in fitting but 
also to inspire confidence and assure 
the customer that he or she is being 
given all due consideration. A physi- 
cian who looks at a patient, asks a few 
questions and leaves a batch of pills 
without making an examination does 
not inspire much confidence. The pa- 
tient’s ills or foot problems are very 
real indeed to him and he desires the 
benefit of a professional examination. A 
little attention to individual foot prob- 





Full Wing Tip 
Brogues, with 
double soles. On 
the famous 119 
Last—British Tan 
Calf. No. 9298 


Write for Catalog 





WORLD FAMOUS 


ENGLISH SHOES 


Manfiad 


OF NORTHAMPTON 
NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 


DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


325 ARCH ST. PHILADELPHIA, PENNA. 


lems will go far to inspire customer 
confidence and help clinch a sale. 

Having determined the required 
length and width of shoe required, it is 
well to examine the longitudinal arch 
for flexibility and the metatarsal arch 
for any defects. Callouses on the meta- 
tarsal heads will indicate a flattened 
metaiarsal and unless this condition 
is corrected you will have trouble fit- 
ting this foot. A little advice to the 
customer takes but a little time and 
will greatly enhance your prestige as 
a fitting expert and make your sales 
easier. Do not hesitate to use techni- 
cal terms when they are called for as 
this will impress the patient with your 
professional ability and enable you to 
dominate the conversation and lead it 
into a channel that will develop a nat- 
ural acquiescence when you are ready 
to close the sale. 

By placing the thumb on the ball of 
the foot and the index finger on the 
heel and pressing gently you can de- 
termine the flexibility of the longitudi- 
nal arch. By running your finger over 
the metatarsal heads you can deter- 
mine whether they are calloused and 
judge the condition. If you find it re- 
quires readjustment a few words of 
advice to the patient will bear divi- 
dends. [Illustrate with the palm of 





Stocked in 
Widths Sizes 
A—8-12 
B—7-12 
C—6-12 
D—6-12 





SCOTT FOOT APPLIANCE CO., OMAHA, NEB. 


Youngest, but- 
ALREADY A FAVORITE !! 


Scott's 
Triple Feature 


HEALTH ARCH 


WE KNEW IT WAS GOOD, but 
we didn’t anticipate the enthu- 
siastic reception our new Sup- 
port is receiving. The dealers 
tell us it is just what they’ve 
been waiting for—a quality item 
which carries a good profit. 
Finest construction throughout 
— Best grade leather topping 
in Russett or Beige color—Meta- 
tarsal and Longitudinal sup- 
ports from special orthopedic 
sponge—Slight Cuboid raise to 
position heel. Truly, three sup- 
ports in one. 


ORDER YOURS TODAY!! 
$18.00 Per Doz. $195.00 Per Gro. 


WRITE FOR FOLDER 
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WHERE 
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BUY 





Cie elie eile 


Bowling Shoes 


A Oe ee 

35 sowiine sHoss 
and OXFORDS 

up Ne. 732LX Wee. Ox. 1.35 


Ne. 732X Men's Ox. 1.45 
Ne. 731X Men's Hi. 1.55 
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No. 731X 
ARNOFF SHOE CO., 101 Duane Street, N.Y.C. 


Lidia 








~~ 


Sport Shoes 


DU-FLEX GUMSAR SOLE 
SADDLES 


Ne. 8364—Antique finish uppers, red 
Gumsar soles, unlined con- 
struction. 


(Ne, 6206—White elk. tan calf overlay sad- 




















your hand by pressing it with the 
thumb and finger of the other hand 
just how the metatarsal should be 
arched, explaining that the metatarsal 
arch should be as strong and well de- 
veloped as the longitudinal arch. If 
you are not selling a shoe with a 
metatarsal feature, explain to the pa- 
tient how this condition may be rem- 
edied by taping a pad of cotton in the 
center of this arch just back of the 
metatarsal heads so as to relieve the 
pressure on the callouses and raise the 
arch by constant action of the foot in 
walking. This will gradually tend to 
break up the adhesions between the 





metatarsal heads and allow the cal- 
louses to disappear. 

Bear in mind, however, that it has 
probably taken a long time to get the 
foot into this condition and will take 
time and patience to correct it. In or- 
der to cure any ill you must first remove 
the cause. An enlargement of this 
theme will influence the patient favor- 
ably and bring her back for her next 
pair when you tell her that by raising 
her metatarsal and narrowing her foot 
she will be able to wear a width nar- 
rower in her next pair and give her 
foot a slenderizing effect. 

Foot ills, whether real or imaginary, 
create a real problem for the shoe 
salesman and require delicate treat- 
ment. Sympathetic attention to and 
correction of these ills will cement 
many a desirable customer to your list 
of personal trade, as well as enhance 
your value to yourself and ycur store. 





Limelight on Leathers 


[CONTINUED FROM PAGE 32] 


New York World’s Fair during the 
week of Oct. 7. Miss Nancy Hughes 
was director and commentator. The 
first showing was a presentation for 
the press. The show was directed to the 
education of the average woman cus- 
tomer in the importance of knowing 
kinds of leathers and types available 
for all types of shoes. 

Shoes, handbags, gloves, costumes, 
and even the furniture used as stage 
decor, were all of leathers tanned in 
America. Leathers shown in shoes in- 
cluded all the leading finishes and types 
—smooth, glazed, glossy, suede, crushed, 
metallic and elk finishes, and alligator 
prints. Kidskin and calf in many ver- 
sions, genuine alligator and horsehide, 
all appeared in a dramatic series of 
shoes from high style manufacturers. 

The mannequins, dressed in basic 
street costumes of suede, played the 
role of the average woman shopping 
for a complete shoe wardrobe. Two 
young men acted as shoe clerks and 
assisted the models in changing their 
shoes. Everything from the most in- 
formal of play types to the most dressy 
of evening sandals was shown. These 
last—in gold and silver kid combina- 
tion—were shown with a black dinner 
dress topped by a 23 carat gold kid- 
skin coat. This was the gittering finale 
to a show which was probably the most 
comprehensive presentation ever made 
of all-American fashions in leather, de- 
signed and made in the United States. 
Credits for merchandise appearing in 
the show are as follows: Shoes by New- 
ton Elkin, Delman, Joyce of California, 
Julius Grossman, British Walker (J. P. 
Smith & Co.), I. Miller. Men’s shoes by 
Adler. Hats by Le Blanc. Suit by 
Scully of California. Coat by Fashion 
Sportswear of California. Bags by 
Deauville. Jewelry by Silson. Furs by 
Arnheimer. Kid Evening Coat by 
Samuel Chapman. Gloves all made in 
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There's a wealth of useful infor 
mation on the vital subject of sel! 
ing and fitting little shoes con 
tained in our new 25 page 
catalog just off the press. Shown 
are 127 instock numbers, in th 
wide variety of baby shoes of 
Ideal manufacture, from infant: 
Fabrics to youngsters’ Flexibi: 
Walking shoes. Sales helps—in- 
cluding Mat Service, Booklets 
and Displays—are described. |f 
you have not recently received 
a copy, we would be pleased to 
send you one. 





MRS. DAY'S 
IDEAL BABY SHOE CO. 
| DANVERS, MASS. 
| 


























U. S. A. Music by Solovox at Wm. 
Knabe, Fifth Avenue. Leather Furni- 
ture by Lord and Taylor. 


On Convalescent List 


BINGHAMTON, N. Y.—Chariles R. 





Strange, veteran shoe retailer, who 
served two terms as president of the 
New York State Shoe Retailers Asso- 
ciation, has recovered sufficiently from 
his recent illness to be able to leave 
the hospital and he is now conva): scing 
at his home. 

Mr. Strange was in the hospit»! last 
Spring, but he returned to dut °s in 
the store too early and had a r: apse. 
The result was that he spent A gust 


and September in the hospital. 
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The GC Ski Boot Loop is the 


most effective and practical fit- 
ting devised for Ski Boots. It is 


simple, strong, and safe both 
in design and method of fas- 
tening. Laces ride through the 
loops with minimum friction and 


wear. ... These loops are now 








available to all manufacturers 


who make boots of this type. Ready for Fall predue- 
tion—a sturdy ski-boot 
lace specially designed 
for the Ski Boot Loop. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Bowling Shoes 


— er 


PROFESSIONAL 
BOWLING SHOES 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 


Business Up at 
Detroit Showing 


Detroit, Mich. — Attendance was 
good and sales were somewhat larger 
in volume than last month, at the 
October Showing sponsored by the 
Michigan Shoe Travelers, at the Hotel 
Statler, here, Dave Brown, member of 
the exhibitors’ committee, reported. 

“A very good showing was made by 
the salesmen,” said Mr. Brown, “and 
many upstate buyers were in attend- 
ance.” 

Buying to complete Winter stocks 
was heavy, with a lively demand evi- 
denced for holiday goods. Colored 
slippers were a popular number in an- 
ticipation for November and December 
selling. 

The styles most popular in women’s 
shoes with buyers at this show were 
in fabric and leather, with the demand 
for suedes tapering off somewhat. 
Shoes in bronze leather were in large 
demand. Open toes still held their 
place in the ranks and much interest 
was shown in wooden heels. The three 
leading colors ranked as brown, black 
and burgundy. 

The next Monthly Showing of the 
Travelers is scheduled for Monday, 
November 4, at Hotel Statler, Detroit. 


Retail Sales Gain Over °39 


ScHENECTADY, N. Y.— Retail shoe 
sales here are approximately 10 per 
cent ahead of last year, according to 
reports received by Chamber of Com- 
merce officials. 

Shoe and clothing sales lead a gen- 
eral business increase in the city, the 
report indicates. Chamber officials ex- 
plained that shoes and clothing are 
among the items that the average fam- 
ily cuts down on during depression 
years and that as soon as money is 
more plentiful they renew these items. 
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New Dunn & McCarthy 
Road Men 


AuBURN, N. Y.—Waine Girard and 
Tom Foster are two new additions to 
the sales staffs of Dunn & McCarthy, 
Ine. 


WAINE GIRARD 


Waine Girard is a newcomer to the 
Enna Jettick sales force and will cover 
the New England territory, making 
his headquarters at 111 Summer S&t., 
Boston. He is no newcomer to the fac- 


TOM FOSTER 


tory, however, for he has been associ- 
ated with the line since its inception 
and is thoroughly familiar with the 
lasts, patterns and merchandising, 
which background will prove of value 
tc both himself and his customers. 
Mr. Foster will represent the Heel 





Why let your Christmas customers go 
elsewhere for smart gift-items. There's 
no need for it . . . Bass Indian foot- 
wear makes the finest of gifts. For ex- 
ample, Bass Indian Tans—real Indian 
moccasins — ore a thrilling treat for 
outdoor feet. Handy in the home, too. 
Se do your Christmas stocking now. 
Remember, Bass makes a complete line 
of outdoor footwear . . . it's the reo! 
plus profit iine. 

Write gg | for your free catalogue 
and price list to G. H. Bass & Co., 
Dept. BS-4, Wilton, Maine. 


B Hh. INDIAN 


TANS 


MADE BY G. H. BASS & CO. 





Hugger, True Step, Molly Marvel, 
Carthean and the unbranded line of 
Dunn & McCarthy in the metropolitan 
New York territory. He has covered 
this territory for a number of year: 
and is well known to the trade her 

He will make his headquarters at 
the New York office of the firm in the 
Marbridge Building. 


Shoe Department 
Displays at Fair 

BIRMINGHAM, ALA.—Acting on the 
assumption that the place to feature 
foot comfort is at a fair where the 
visitors do a lot of walking, the shoe 
department of Parisian, Inc., Birming- 
ham department store, recently spon- 
sored quite an exhibit at the six-day 
Alabama State Fair. It is estimated 
that some 350,000 persons visite: the 
the display during the fair. 

Emphasis was placed in the di 
on the department’s X-Ray fit 
the free foot examination given its 
chiropodist. H. 8. Miller, department 
manager, said the display also in«!uded 
a collection of shoes worn durin: the 
“gay nineties,” this in contrast to 1940 
styles. 

All in all, it was quite an wu 
display for a fair and accordi:g to 
Mr. Miller one of the best pies of 
advertising done by his department in 
10 years. 
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e CHILD LIFE 


OFFICIAL 
PHD, 





COLLEGE 


CHUMS * 


TOM-BOY * 


FLEXIBLE SHANK OXFORDS 


In Stock 


No. 4460 White Elk, AAA-C, 3!/2-10 


PRESTIGE 


$3.40 


No. 4260 Tan Elk, as above 


terms: 5%/15, net 30 


SHOE MFG. CO. 


Milwaukee, Wis. 


AND PROFIT” 








210 Associates Plan 
Boston Show Banquet 


Boston, Mass.—At a special meet- 
ing of the board of directors last week, 
The 210 Associates, Inc., announced 
that they will run a giant banquet and 
entertainment at the Hotel Statler, 
Dec. 2, the first night of the Boston 
Shoe Fair. 

Entertainment such as was presented 
at the last affair of the group will be 
the main feature. As yet, specific acts 
have not been booked, although it is ex- 
pected that stars of well known promi- 
nence will be on the program. 

The Imperial Ballroom of the Hotel 
Statler has been reserved and it is ex- 
pected that its entire 1500 person ca- 
pacity will be reached. 

“We know that this banquet and 
show is going to be widely attended,” 
commented Abe W. Berkowitz, presi- 
dent of The 210 Associates, “because 
we’ve had innumerable inquiries about 
it from men all over the country who 
attended the last affair in June. 

“The committee has been very anx- 
ious to begin preparations and now that 
the directors have officially okayed the 
proposition we’re swinging into action.” 

Chairmen of the affair are George 
Barkin, A. R. Hyde & Sons Co., and 
Leo Silverman, secretary of The 210 
Associates, Inc. 

Members of the committee are: 
Alfred Schachat, Connolly Shoe Co.; 
Joseph W. Macpherson, John R. Evans 
& Co.; Everett L. Lally, Grosvenor 
Shoe Co.; Robert H. Ross, Twin Lasti- 
que Products; A. A. Bloom, C&S Shoe 
Co.; T. Kenyon Holly, Holly Shoe Co., 
Daniel J. Seletsky; Philips Shoe Co.; 
Nathanial Lyons, Saco-Moc Shoe Corp. 


Appointed Shoe Buyer at 
San Jose Store 


San Jose, CaLir.—Aaron Levine has 
been appointed buyer and manager of 
the shoe department in Hart’s Depart- 
ment Store. He has had a wide ex- 
perience in the shoe business. Previous 
te coming here he was buyer for Levy 
Brothers in San Mateo, and before that 
buyer for the Ramona Shop in the 
Emporium at San Francisco. 


# 


St. Louis, Mo.—Harvey Kopp, manager and buyer of the shoe department at 
Boyd-Richardson, this city, is well known throughout the country for his out- 


standing merchandising of men’s shoes. 


In a recent promotion of men’s shoes 


under the store’s Pledgeworth name, Mr. Kopp put out a catalog, small in size 
but neatly and attractively done, in which the line was shown, one shoe and 


description to a page. 


As a tie-up, he installed the above window. 


The cards 


are exact reproductions of the pages in the catalog so far as layout and arrange- 
ment are concerned with the only difference being that the actual shoes are shown 


instead of the photos. 


Arranged in the foreground were several copies of the 


catalog opened to show the tie-up between display and book. 





Men’s Store Opens 
New Shoe Section 


DAYTON, On10—Dunhill’s,: Inc., a 
local men’s clothing and furnishing 
store, has installed a new shoe depart- 
ment. Roy Clutterbuck, for 12 years 
with the Young Men’s Shop in Wash- 
ington, D. C., has been placed in charge 
of the new unit. 


Correction 

In the Voice of the Trade section of 
the September 14th issue of BooT AND 
SHoE RECORDER was an item about 
“Barrels of Shoes” which are being 
collected by the merchants of Wilming- 
ton, N. C. The item read Wilmington, 
Del., which was incorrect. It should 
have read Wilmington, N. C. 











Workshoes 





STEEL TOE 











RIDING 
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Chain Shoe Store Sales Rise 


WASHINGTON, D. C.—Chain shoe 
store sales rose sharply in August fol- 
lowing a somewhat more than seasonal 
decline in July, according to a state- 
ment of the Bureau of Foreign and 
Domestic Commerce. Reports to the 
bureau covering nearly 2,800 stores in 
the trade indicate a gain in average 
daily sales of about 8 per cent from 
July to August in contrast to a usual 
decline at this period. As compared 
with a year earlier, August sales were 
up about 16 per cent—relatively twice 
the increase recorded for any recent 
month over the year ago total. 

The year-to-year gain for August 
reflects considerable improvement in 
consumer purchasing in the trade. 
During the twelve-month period there 
was a net increase of 2.8 per cent in 
the number of store units operated by 
the 40 firms submitting reports. Since 
the increase in total dollar sales was 
relatively much larger than the in- 
crease in store units it may be con- 
cluded that average sales per store 
were substantially larger in August 
than a year earlier. 


The cost value of inventories held 
by chain shoe stores at the end of 
August was about 9 per cent in excess 
of the month-end total for July, but 
was 5 per cent below August, 1939, 
according to reports submitted by °5 
firms. The ratio of stocks to sales of 
these firms was 2.89 for August, 194), 
compared with 3.45 for August, 19°: 

The reported data on chain sh» 
store operations is summarized below. 
The sales figures shown in the ta!) 
represent the amounts actually e- 
ported for the calendar months in:jj- 
cated, while the per cent changes j 
sales given above have been compu‘e 
on a daily average basis excludin 
Sundays and principal holidays. 1: 
inventory figures represent in alms 
all cases the cost value of stocks 
hand at the end of the month. 1 
ratio of stocks to sales presented 
this report is based on stores report 
both items; it cannot be computed 
rectly from this table, since total sales 
for the thirty-five firms reporting 
ventories are not shown separately. 


SUMMARY OF SALES AND INVENTORY DATA REPORTED BY CHAIN 


BOOTS 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


SHOE STORES AUGUST 1940 


Number Stores Operated 
of Firms Aug. July Aug. 
Reporting 1940 1940 1939 
40 2,788 2,790 2,712 


Amount 
July,1940 Aug., 1939 
$10,531,000 $10,219,000 


Aug., 1940 
$11,844,000 


Item 
Net Sales .. 
Total 

Inventory 35 
Ratio of Stocks 

to Sales.. 35 


ALSO 
JODHPUR & FIELD 
BOOTS 


1,708 1,708 1,628 $20,676,000 $18,894,000 $21,887,000 


1,708 1,708 1,628 2.89 2.79 3.45 











Preager Joins Wales Import 


Co. as Sales Manager 


New Yorxk—Lou M. Preager, for- 
merly with the Unity Shoe Co., of 
Brooklyn, N. Y., and the International 
Shoe Co., of St. Louis, has recently 
joined the Wales Import Co., this city, 
as sales manager. 

Specializing in the importation of 
Mexican huaraches, the Wales Import 
Co. will shortly send Sam Smolen to 
Mexico to supervise the manufacture 
and shipping of the huaraches to the 
United States. Mr. Smolen spends 
about five months of each year in 
Mexico to assure a steady and uninter- 
rupted flow of these handwoven shoes. 


Bids Opened on Large 
Lot of Army Shoes 


Boston, Mass. — Informal bids on 
949,920 pairs of army service shoes 
were opened on October 14 at the local 
Army Base in South Boston. These 
bids, to be made the basis of negotiated 
contracts, were not opened publicly as 
has been the practice in the past and 
the names of firms which have been 
awarded contracts will not be known 


until they are announced by the War 
Department in Washington. 

As the result of bidding on October 
10, the United States Rubber Company 
of Naugatuck, Conn., has been award- 
ed a contract to manufacture 22,700 
pairs of rubber-top, arctic-type over- 
shoes at a price per pair of $2.51. 
Prices at which bids were submitted 
ranged from this figure to $2.60 per 
pair. 

On October 21 bids will be opened on 
several lots of specialty footwear, in- 
cluding 850 pairs of hip-length rubber 
boots; 6800 pairs of felt Alaskan shoes; 
5950 pairs of leather boots; and 853 
pairs of logger boots without calks. 


Canadian Shoe 
Production Gains 


MONTREAL,. CANADA — Output of 
leather footwear in Canada in August 
was 2,382,680 pairs as compared with 
1,861,028 in the preceding month and 
2,453,519 in the corresponding month 
last year. 

In the eight months ended August 
production totalled 16,969,649 pairs, 
compared with 15,536,833 in the corre- 
sponding period in 1939. 


New Bata Store for Baltimore 


BALTIMORE—Baltimore will soon have 
another link in the chain of outlet 
stores for the Bata Shoe Company. 
This new store will be one of the most 
pretentious of the Bata retail enter- 
prises and will be located at 29 West 
Lexington Street. Extensive improve- 
ments are being rapidly completed and 
these include a new, modern front and 
a completely new interior. This store 
will handle exclusively the footwear 
and rubber goods manufactured at the 
Bata plant at Belcamp, Md. Other 
Bata branches in Baltimore are located 
in the residential business districts, but 
this new store will be in the heart of 
the main shopping section and will 
compete with the leading shoe retailer: 
of the Monumental City. 


Bond Store in New Location 


West Patm BeacH, Fia—Liss of 
lease made it necessary for The Bond 
Shoe Company to relocate. They have 
opened up at 335 Clematis Stre:: and 
the new shop has been complete y re- 
modeled and refurnished in mos mod- 
ern manner. 
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PATENT COLT 
Statue Bronze is an authentic reproduction of objects d'art, 


as impressively luxurious a shoe color as the furs it will comple- 


ment, mink, mole, marten, leopard, sheared beaver. Sentimentally 
reminiscent of 1910, its metallic beauty will ring through the shoe 
fashions from late Winter through Spring. Statue Bronze 
Patent Colt is an innovation in leather combining the peren- 
nial favorite Spring leather and the newest leather color. The 


most photogenic pumps from Santa Anita to Sherry’s will be of 


Statue Bronze (Patent @olt, worn for all dress occasions. 


Sterling Division 
ALLIED KID COMPANY 


319 WEST HUNTINGTON STREET 
PHILADELPHIA 








[48] BOOT anv SHOE RECORDER, October 19, 1940 


COGUUERERERUUEUREGOGGUCGEREEREREEOAREROREROAROREGURSEGAROETARERAQERERGR ORAS EOR EERE RE EERUA RA EEREE EEE 


WILLIAM ISELIN & Co., INC. : 


FOUNDED 1808 
Jectors... 


for Manufacturers | 
and Selling Agents 
of Shoes, Leather 


angle. They really want to buy some- 
ihing, but they don’t know just what it 
will be. A list of gift suggestions is a 
good thing to hand to such customers, 

Another idea we expect to use is a 
“Christmas Card Contest” in which we 
will give prizes for the oldest Christ- 
mas card, the largest, the oddest, the 
smallest, the prettiest, and so on. The 
announcement will state that we’re sure 
there must be some very interesting 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 
real source of profits. 


Inquiries invited 


357 Fourth Avenue 
Branch Offices 

LYNCHBURG, VA. GRAND RAPIDS, MICH. LOS ANGELES, CALIF. 
UUUGAPAOADAOOOEROOGOOOOUROOEOUUUORAOOOOOSEOROAUOODOOOOUUOUDEREOUOOEECOUGUOGORROUUODOROREOOOOOOONONEOUIENNAZE 


and Allied Products. 


NEW YORK 





* flakes, the glowing fireplace. 


Recorder Store Plans Holiday Promotion 


[CONTINUED FROM PAGE 19} 


gift list to include some who might be 
passed over in other times. Therefore 
the RecorperR Store will unite two 
themes in its Christmas Promotion 
Program, combining the best traditions 
of ihe day with a suggestion of the 
patriotic. To the traditional red, white 
and green we shall add touches of red, 
white and blue. Throughout, our sym- 
bols for this season will be the symbols 
that have meant so much to genera- 
tions of Americans—the roiund Santa, 
the tinsel-glittering tree, the overflow- 
ing stocking, the wreath of holly, the 
sprig of mistletoe, the lace-edged snow- 
Stylized 
holly and siream-lined angels will give 
way to the themes folks love and cher- 
ish. To the convenience and beauty of 
the modern store will be added the 
atmosphere of old-fashioned friendli- 
ness and hospitality—of true Christmas 
spirit. For we believe that beneath the 
sophistication of this modern age is a 
deep, true, unchanging humanness and 
sentiment without: which Christmas 
would not be Christmas. 

Which may all sound non-commercial, 
and perhaps very emotional. But De- 
cember is an emotional month—this De- 
cember in particular. And customers 
will be more appreciative than usual 
of your efforts to give expression to the 
true spirit of Christmas. Certainly the 
gifts one finds in the shoe store are 
“in the tradition.” People like to re- 
ceive useful gifts—gifts that are bought 
for quality rather than show. For this 
Christmas, the RecorpErR Store will fea- 
ture useful gifts, BUT THEY WILL 
BE WRAPPED TO MAKE THEM AT- 
TRACTIVE. Every successful store 
stresses the importance of two points: 
dressing up the merchandise and holi- 
day atmosphere in the store. 

Attention will be paid to the dis- 
play of merchandise in the store, using 
arrangements that will permit cus- 
tomers to browse around if they so de- 
sire. There will be price and informa- 
tion tickets attached, so that the looker 
may not have to ask too many questions. 
Display merchandise will be ticketed 


to help temporary help. We shall work 
ou. a key system that will tell sales- 
people where the stock will be found. 
Experience proves that sales are 
speeded up as much as 20 per cent on 
busy days by using tickets on well-dis- 
played merchandise. While there will 
be some group or lot displays, many 
will be “sample” displays showing sug- 
gestions that might otherwise remain 
hidden in the shelves. Typical of this 
idea are groups of slippers, hosiery, 
bags, evening shoes and so on, which 
are regular stock. Specially-priced 
i.ems will have bulk displays. 

Our RecorperR Store slogan will be 
“Fine new-fashioned gifts for a good 
old-fashioned Christmas.” In keeping 
with the old-fashioned idea, we will get 
an organ to place beside the large, well- 
trimmed Christmas tree at the back of 
the store, and invite folks to gather 
around to sing Christmas carols. We 
may have the original words of some 
of the better known carols printed on 
sheets, being careful to avoid new 
copyrighted arrangements. Or else we 
will use the books of carols that are 
available in music shops at small prices. 

Another thing that we shall give at- 
tention is the tie-up throughout our en- 
tire campaign. Decorative ideas used in 
both adveriising and display will link 
the whole promotion together. If a store 
has no artist or engraving facilities, it 
would be best to begin by selecting an 
appropriate illustration from the news- 
paper mat service that can be used in 
newspaper and direct-mail ads, and 
copied readily for window or in-store 
displays. This continuity is an impor- 
tant part of any promotion program. 

And we shall make our customers feel 
comfortable when they come in. Christ- 
mas shopping is different from the other 
eleven months, and salespeople must be 
alert without chasing out the browsing 
customer. The RECORDER Store will sta- 
tion someone at the door to ask, “Is 
there something we can show you, or 
would you rather look around?” Some 
customers are very self-conscious about 
going into a small store because of this 


and unusual Christmas cards that have 
been preserved by various persons in 
the community, and that we plan to hold 
a display of such cards as are brought 
in, from Dec. 1 to 15, giving prizes {or 
the different classifications as listed. 

Yes, this year you’re going to see a 
traditional American Christmas carried 
out in the modern RecorDER Store—the 
typical Santa for posters, displays, and 
ads, a real tree decorated, but with it a 
decorative motif in the form of a 
stylized tree that is easily adaptabl« to 
many uses in completing the tie-up 
between the various parts of this com- 
plete campaign. 

Plan your in-store decorations and 
displays now, and watch for the other 
articles of this series: 

RECORDER Store’s 
dows. 

RECORDER Store’s Christmas News- 
paper Ads. 

RecorpeR Store’s Christmas Mailing 
Pieces. 


Christmas Win- 


May Co. Plans 
Large Expansion 


BALTIMORE, Mp.—The May Company, 
Baltimore, will soon go in for an ex- 
pansion program which will involve 
$750,000 and which will increase the 
Lexington Street frontage of the store 
by fifty per cent. The buildings that 
adjoin the present structure have been 
acquired and will be razed and a new 
building erected. The recent acquisi- 
tions are 305, 307 and 309 West Lex- 
ington Street. 

The three-quarter-million dollar ex- 
tension will become an integral part 
of the present May Company building, 
which now fronts on Lexington, How- 
ard and Fayette Streets, and will be 
decorated to conform with the present 
interior. It will be of the most modern 
construction. H. L. Katz, vice president 
and general manager of the Baltimore 
May Company, in explaining the ex- 
tension project said: “Baltimore’s great 
population growth makes it necessary 
for us to provide additional facilities 
to serve the community properly. Our 
purpose is to keep pace with generally 
expanding business. This move re- 
flects our confidence in the futuie of 
business in Baltimore.” 

The May Company opened in 
more on September 9, 1927, | 
acquired the building and busin: 
the Bernheimer-Leader Compa: It 
is expected that work on the new :ddi- 
tion will be pushed forward so t at it 
will be completed early in the S; ring. 


salti- 
aving 
s of 
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Cc. A. Ramsey, treasurer of the Children’s Boot- 
ery in Westwood Village—Los Angeles, California, 
says: 

“We placed a barrel in front of our store painted 
red, white and blue about two weeks ago and today 
we are shipping two barrels of shoes to the British 
war relief. Most of the old shoes of the children 
wert into the barrel when they purchased new 
school shoes. 

“We also have a campaign to collect for the 
American Red Cross. To date we have turned over 
to them $126.26. 

“We hope many barrels are rolling in—filled 
with: shoes.” 


(Note the beautiful front of the Children’s 
Boc tery, the flag and the location of the barrel.) 


autos 


Of SHOES 
For WAR REFUGEES... 


©6BB AD Weather Over Britain”—Bombees Need Shoes! Join the campaign 
to collect Barrels of Shoes for War Refugees through the shoe stores of 
America. Next to food, shoes are most necessitous with Winter coming soon 
and millions of men, women and children in dire need. 


What you can do to help: — 

1. Make your store a collecting depot. 

2. Put a barrel in the store and a card in the window. Publicize freely. 

3. Sort shoes so final shipment contains only serviceable, practical footwear for children, 
women and men—rubbers also are needed. 

. Tie up in pairs, wrap in paper or newspapers, pack in the barrel securely. 

. Cooper up head of barrel and strap it up securely for ocean shipment. 

. Send barrel—IMPORTANT—freight prepaid by you to: 

- Send BARRELS OF SHOES FOR WAR REFUGEES TO BRITISH WAR RELIEF SOCI- 
ETY, INC., 480 LEXINGTON AVENUE, NEW YORK CITY (Freight Entrance in Depew 
Place). 

. Barrels will be shipped immediately through affiliated distribution centers to war refu- 

gees abroad. 
Barrels of Shoes for War Refugees is a free and voluntary service through shoe stores in 
America, and each participant is expected to pay freight to New York. There are no 
funds for any expenses. Committee: BARRELS OF SHOES FOR WAR REFUGEES, 
Everit B. Terhune, Chairman, 5th Floor, 100 East 42nd Street, New York City. 




















[50] 








BOOT anv SHOE RECORDER, October 19, 194) 


Leesified om Wanitibei 





SALESMEN WANTED 


POSITION WANTED 


| WANTED TO PURCHASE 





S ALESMAN WANTED: To sell well known 
line of Juvenile Welts, Regular and Ortho- 
pedies, for New York State, Pennsylvania, 

ebraska, Oklahoma, Kansas, Texas, Missis- 
sippi, Louisiana, Colorado, Utah, and Nevada. 
Established trade. Commission basis. Give full 
particulars in first letter. Address $915. car 
Boot & Shoe Recorder, 209 South State Street, 
Chicago, II. 





ALESMAN, MANAGER, MERCHANDISER, 
SUPERVISOR, desires connection on West 
Coast. Now operating department doing $75,000 
in Ladies’, Infants’, and Children’s Shoes and 
low priced slippers; also supervising five other 
departments which do a total of $85,000. Pres- 
ent position four years. Nine years shoe expe- 
rience in largest chains. Salary secondary. Age 
28; Married; tile; Best references. Address 
3913, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





ALESMEN WANTED: to carry f. 

turer’s line of men’s Goodyear Welt Dress 
hoes to retail from $3.00 to $3.50. Limited 
territ available. Address $912, Boot and 
Shoe ecorder, 140 Federal Street, Boston, 
Mass. 





HELP WANTED 








MERCHANDISE MAN for wholesale 
women’s novelty shoe company. Must 
have had wholesale and retail buying 
and merchandising experience. Age 
35-45. Good starting salary with un- 
limited future; State full experience, 
qualifications and references in first 
letter. 

Address 914, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York, WN. Y. 














FOR SALE 


WELL established, profitable family shoe store; 
real bargain; Mostly star brand shoes and 
Hood Rubber Footwear; Stock inventories about 
$6,000. Any reasonable offer accepted. Selling 
because of ill health, YODERS SHOE STORE, 
East Palestine, Ohio. 








HOTELS 





,ennoaxr 
WATOWA 











Salesmen Meet 


Wesster, Mass. — Salesmen of the 
Bates Shoe Company met here for a 
three-day session beginning October 7. 
The complete Spring line of men’s 
shoes was shown. Not only styles but 








I AM seeking connection with organization that 
wants to go places. Spent 20 years with one 
firm as manager, district manager, charge of 
new store openings, understand store front and 
interior fixture installation, -hired and trained 
managers and clerks, placed poor stores on pay- 
ing basis by increasing volume, and helped my 
firm grow to top in the popular price men’s and 
ladies’ chain shoe store business. Am 45 years 
old, can furnish excellent references, moderate 
salary. Address $916, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 


OSITION WANTED By a man who has 

spent many years as district manager and 
supervisor of chain stores, orthopedic houses, 
selling both wholesale and retail, conducting 
special demonstrations and schools in fitting and 
salesmanship, desires position of buyer or as- 
sistant buyer of good store in South or West. 
Is now employed by one of the best Depart- 
ment Stores in the country in good position. 
Best of references. Address $917, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 








FOR LEASE 








BOSTON 


Basement—ample space to do a volume 
job, ideal $3—$4—$5—tretailers in new 
millinery store, 100% plus location, 
featuring popular and better hats. 
Sufficient all year round window space. 
Address £918 BOOT & SHOE RECORDER 
100 East 42nd St., N. Y. 














factory processes were explained, these 
meetings being followed by sales con- 
ferences. 

Among the salesmen present were: 
Sid Minster, West Coast; Bill Shaw, 
New York and Pennsylvania; Sam 
Kane, Michigan; Harry Warner, Mid- 
dle West; H. Tibbetts, New York 
State; E. A. Craver, New York City; 
and J. Buisson, New England. 

Salesmanager Frances E. Ryan an- 
nounces that the Bates factory is run- 
ning full time and, not infrequently, 





||” SHOE STORES WANTED 
| FOR CASH 
retailing men's, women's shees from $6.5 
and up having short term leases. 
Write in confidence to 


A. L. BARIS, Pres. 
BARIS SHOE CC., INC. 
79-81 Reade St., New York 

unusual references on request. 








Buyers of Surplus Stocks | 


We will buy surplus or entire stocks of shoe: 
| | from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New Yori 
Phone WOrth 2-5377 and 5378 








BRANDED SHOES 
Red Cross, Walk-Over, Florsheim, Arch 
Preserver, Bostonian, Stetson, Nunn-Bush 
Dickerson, | & K, etc. Also surplus stocks 
of manufacturers. Quantity no object 
M. K. WEIL SHOE COMPANY 
1326 Washington Avenue St. Louis, Mo. 












BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 

We buy for cash surplus or complete shoe stocks 

Renate’ ee eabvenéed, @ prices. 


Write, wire or phone. 





BARSH CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 91 








WEBUY 

Entire or Surplus Wholesale and Retai! 
Stocks. Also Branded Shoes such «as 
Walk-Over, Florsheim, Enna-Jettick, Vita! 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Stetson, Red Cross, Nunn-Bush, tc 

IRVIN BRUBI 

“The House of Jobe” 

St., Cor. Church 





88 Reade 
Phone Barclay 7-7887. New York City 














on an overtime basis. This, he ex- 
plains, is due to re-orders on Fall 
shoes. “We are looking forward,” he 
says, “to a big Spring season.” 

A new military line named the “Top 
Kick” was shown for the first time at 
the meeting. 








iH 
! 





all other 


CLASSIFIED ADVERTISING RATES 


rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
classified advertisements the rate is 7 cents per word. 
twelve words should be added for the address. In all other cases each word of the | 


Minimum charge, $1.25. 
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Lan Alter Shoes to Fit 
7 ~=—s Abnormal Feet 





753 trola St., Los Angeles, Cal. 


Appointed Manager 


LOUISVILLE, Ky.—W. W. Canberg has 
recently been appointed manager of the 
shoe department in the Besten-Langen 
store in this city. 

Mr. Canberg recently resigned his 
buying position with the Brown-Dunkin 
Company, Tulsa, Okla., to accept his 
present connection. 


Brown Leads Fall Picture 
In Chicago 


Cuicago, ILL.—Bronze, “copper ket- 
tle,’ browns, and various versions of 
browns are capturing the major style 
interest in current retail shoe sales in 
the Chicago area. A succession of crisp 
Fall days has accelerated business con- 
siderably and nearly all stores are now 
going into their second sellings and 
are already placing orders for late 
Fall business. 

Although black suede is still the 
major volume seller, browns and blacks 
in smooth leathers and reptiles are 
selling in far greater numbers than 
they have for a number of years. 
Bronzes are just beginning to sell, but 
indications, particularly in the high 
style shops, point to a heavy demand. 
The reddish browns, promoted under 
various names, are also selling well. 
Vinylite still continues in good demand, 
particularly in the moderate price 
range. The fact that it has sold so 
well in the early Fall browns and 
blacks in combination with suedes, and 
that it is being sought in the newer 
colors, points to its almost universal 
acceptance in the first Spring shoes, 
many retailers believe. 

Elasticized calf as well as various 
types of reptiles are expected to be 
good late sellers. Tailored types con- 
tinue to grow in demand and nearly 
all retailers, including the high style 
shops, report a definite trend toward 

heels even in dress shoes. 

Sales are also beginning in evening 
shoes, with a lot of interest shown in 
those entirely of Vinylite or in combi- 
Ration with other materials. 


r’ 


Shoe Production Below 
*39 Level But Gaining 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 
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WASHINGTON, D. C.—August shoe 
production, according to the latest fig- 
ures released by the Bureau of the 
Census, showed an increase of 16.1 per 
cent, or 5,420,985 pairs, over July, this 
year and a decrease of 11.2 per cent, 
or 4,935,306 pairs, from August, 1939. 

All lines of shoes in the all-leather 
classification with the exception of 
men’s work shoes were off in the eight- 
month period, January to August, in- 
clusive; these, due most probably to in- 
creased employment in defense indus- 
try, showed a gain of 5.3 per cent. Fig- 
ures on the separate classifications are 
as follows: 

Men’s dress shoes, showed an in- 
crease of 1,283,218 pairs from July, 
1940, and a decrease from August, 
1939, of 670,058 pairs. In the eight- 
month period, a decline of 3,535,907 
pairs. 

Men’s work shoes, a gain of 319,933, 
184,895 and 904,170 pairs, respectively. 

Women’s shoes, a gain of 2,266,665 
pairs, a decline of 2,871,410 pairs and 
14,792,426 pairs. 

Youths’ and boys’ shoes, a gain of 
232,481 pairs, and a decline of 224,571 
and 1,763,211 pairs. 

Misses’ and children’s shoes, a gain 
of 312,182 pairs, and a decline of 552,- 
516 pairs and 3,206,070 pairs. 

Infants’ shoes, a gain of 78,640 pairs, 
and a decline of 378,837 pairs and 
2,452,708 pairs. 


LeVine Purchases Lowenthal 


Store for New Location 


Paterson, N. J.—Samuel M. LeVine, 
president of Uncle Sam’s Shoes, Inc., 
operators of a small chain of popular- 
priced family shoe stores in New Jer- 
sey and New York State with offices at 
76 Main Street, has purchased the Dr. 
Lowenthal’s store from the estate of 
this former well-known foot specialist, 
who operated a corrective type shoe 
store on Church Street, this city, for 
more than 50 years. 

A brand new building at 80 Main 
Street was built for this new store. A 


[S51] 





MERCHANTS’ NEEDS 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 





Roller type device 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal! feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre- 
pared fluids, give the 
proper fit to shoes which 
fit large around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 


$19.50 


Curved type tron 


Special combination offer $25.00 (fluids In- 
cluded in above prices). 


Send your order or write for detail information 


E. C. SMELTZER CO. 


121 KE. Gist Street, Indianapolis, ind. 





| 

modern two-story front was constructed 
with fluorescent lighting being used 
throughout, in both windows and in- 
terior. 

A complete line of corrective and 
style shoes are carried from well-known 
sources, all stocked under the name 
“Dr. Lowenthal’s Shoes For Better 
Foot Health.” 


An additional “Uncle Sam’s Unit” 
will be opened on October 5 at 535 
Orange Street, Newark. In a new build- 
ing a complete line of popular priced 
family shoes will be carried in this 
location, which is known as the Rose- 
ville section, where live a great num- 
ber of industrial workers who are fa- 
vorably affected by the activities of 
the many war industries’ orders re- 
ceived by Newark factories. 


Goodman to Open 
Modern Women’s Shop 


CHARLOTTE, N. C.—Al Goodman has 
leased the building on North Tryon 
Street, between the Walgreen Drug 
Company store and Purcell’s, and will 
remodel it for a modern shoe store. A 
new front will be constructed, air con- 
ditioning is to be installed, and the 
building remodelled, redecorated and 
converted into one of the finest stores 
of its kind in the state. It will be 
ready for occupancy about January 
Ist, 1941. 

Mr. Goodman, who has been man- 
ager of the shoe department for the 
Lucielle Shops for the past nine years, 
announces that he will specialize in 
high quality shoes for women. 











Dates to Remember 


Shoe Market Days, Iowa National 
Shoe Travelers Association, Hotel 
Chamberlain, Des Moines, Iowa, 

October 27, 28, 1940 


Monthly Showing Michigan Shoe Tra- 
velers, Hotel Statler, Detroit, Mich., 
November 4, 1940 


St. Louis’ Introduction of Spring Foot- 
wear Fashions, Hotel Pennsylvania, 
New York, 

November 10, 11, 12, 13, 1940 


Boot and Shoe Travelers Association 
of New York Dinner and Entertain- 
ment, Grand Ballroom, Hotel Penn- 
sylvania, Tuesday evening, 
November 12, 1940 


Shoe Manufacturers’ Spring Opening, 
Eugene A. Richardson, Mgr., Hotel 
New Yorker, New York City, 

November 10, 11, 12, 13, 1940 


Spring Showing Shoe Mannfacturers 
Board of Trade of New York, Hotel 
Vanderbilt, New York 

November 11, 12, 13, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ ciation, Morrison 
Hotel, Chicago, Illinois 

January 4. 5 1941 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte 
N. C. January 12, 13, 14, ‘941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 


Indiana Shoe Buyers’ Week, Indiana 
Shoe Travelers Association, Clay- 
* pool Hotel, Indianapolis, Ind. 
January 19, 20, 21, 1940 


Annual Convention Northwestern 
Shoe Retailers — ny Hotel 
Radisson, Minneapolis, Minn 

January 26, 27, 28, 1940 





Family Store Remodeled 


HACKENSACK, N. J.—After eleven 
successful years of catering to the fam- 
ily shoe needs of Bergen County, Jack 
Smith, of the B & H Shoe Store, has 
remodeled his shop in the 1940 manner. 

A new front in onyx and silver, a new 
fluorescent neon sign, and a refinished 
interior round out the alteration. 

B & H shop is one of the two inde- 
pendently owned family stores in town, 
and with the chain’s modernization pro- 

here already completed, Mr. 
Smith felt the need of keeping apace 
with the “big boys.” 
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BOOTS AND SHOES 


ARNOFF SHOE CO., New York City 

BASS, G. H., CO., Wilton, Me 

BROOKS SHOE MFG. CO.. Philadelphia, Pa 

CONNELL, J. M. SHOE CO., Braintree, Mass 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 

FLORSHEIM SHOE COMPANY, Chicago, Ill 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa 

GOODRICH FOOTWEAR, Watertown, Mass 
i TN nk sve buen enbesdeeeeseseceeccccs 
HERBST SHOE MFG. CO., Milwaukee, Wis 

MARSHALL, MEADOWS & STEWART, INC., Auburn, N. Y 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
MANFIELD & SONS, Philadelphia, Pa 

MILLER SHOE COMPANY, THE, Cincinnati, O 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 
MUSEBECK SHOE COMPANY, Danville, Tl 

SANDLER, A., CO., Boston, Mass 

TRIMFOOT COMPANY, St. Louis, 

WEIL, M. K., CO., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, New York, Boston, Philadelphia 
LEVOR, G., & CO., INC., Gloversville, N. Y 
OHIO LEATHER CO., Girard, O 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 

DU PONT, E. L, DE NEMOURS & COMPANY, INC.,, Arlington, N. J 
PANTHER-PANCO CO., Chelsea, Mass 

TALON, INC. Meadville, Pa 34 
UNITED SHOE MACHINERY CORP., Boston, Mass.................... 4, 6, 36, 43 


Front Cover 


STORE EQUIPMENT AND ACCESSORIES 


DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal 
KAWNEER CO., Niles, Mich 

SCOTT FOOT APPLIANCE CO., Omaha, Neb 

SMELTZER, E. C., CO., Indianapolis, Ind 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa 

HOTEL LENNOX, St. Louis, Mo 

HOTEL McALPIN, New York City 

ISELIN, WILLIAM, & CO., New York City 
KIRSCH-BLACHER CO., INC., New York City 
RUBIN, IRVIN, New York City 





n just tennis shoes, the Endicott-Johnson canvas 
shoes for a complete Four Season Selling Year. 


n they deserve. 
h shoes like these. Ask 





